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Exclusive! 
Solve the problem of stocking many NYLO N 


different rollers to fill customers’ needs. Ny BEARING-END CAPS 


Sell them the Wooster De Luxe Roll-On 
Painter, with new top-grade mohair cover that 
actually applies all paint products ... primers, oil, 
water and rubber-base paints—even enamels! 

Sell it in 44%", 7” and 9” widths. Combinations in 
7” widths, individually packaged with steel paint 
tray and cleaning tool. Order now from your 
distributor, or write for name and address of the 
Wooster distributor nearest you. 


| A TOP QUALITY ROLLER COMBINATION YOU CAN 
SELL FOR ALMOST A DOLLAR LESS THAN OTHERS! 


Gives you a real price advantage... IT'S A COLORFUL PACKAGE 
a Wooster Deluxe Roll-On Painter ina. 


sturdy kraft board package that’s also 







































a lasting paint tray! Not simply a card- 
board carton, but a heavy, reinforced, 
leakproof tray and cover that gives / 
real service! “ 





f 
_ AND A RUGGED PAINT TRAY! 









WOOSTER 


THE WOOSTER BRUSH COMPANY 


PAINTS Q0l-On, SMOOTHER, FASTER, EASIER WITH A WOOSTER PAIb 





» WOOSTER, OHIO- SINCE 1851 
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Aw reasonable poll or survey will show Nicholson and 
Black Diamond files the first choice among top mechanics, 
toolmakers, fine-instrument makers — where precision filing is 
highly important. You'll find them equally popular in indus- 
trial plants where fast filing is a production “must.” ...On 
farms where mechanized methods and equipment demand 
ready repair facilities. . . . In home workshops where fine tools 
as well as fine accomplishments are owners’ pride. 


Unquestionably, the hardware retailer’s field for the sale 
of quality files has widened greatly in recent years. 


Whatever the requirement, the superiority of Nicholson 
and Black Diamond files shows up in results — through correct 
design, accurate cut, proper hardening, uniformity, and maxi- 
mum wear. Shown here are some of the types most generally 
carried by hardware houses. They represent the most popular 
primary assortment toward having on hand The right file for 
the job. Your hardware wholesaler will gladly help you select 
the right stock of cuts and sizes for your specific trading area. 


(1) MALL—for smoothing, edge-sharpening, large-tooth-saw filing. 
(2) TAPER—Regular, Slim, Extra Slim, Double Extra Slim—for small- 
tooth-saw and other delicate filing. 
(3) FLAT. (4) HALF ROUND. (5) ROUND. (6) SQUARE, 
(7) PILLAR. (8) KNIFE. (9) THREE SQUARE. Mostly 


double cut—for fast stock removal. ; 
(10) WOOD RASP-—flat and half round types, for woodworking. 
(11) SHOE RASP—with many uses, on wood, metal, plastics, etc., 
as well as leather. Half round; half of each side rasp cut, 
other half file cut. 
(12) HANDY FILE—with forged-on handle; two types of cut— 


single on one side, double on other. 


FREE BOOK, “Fite Fitosopny,” on kinds, use and care of files... . 
48 informative, illustrated pages. Invaluable for salespeople’s “schooling” 
on files. For copies, write to— 


eit, NICHOLSON FILE CO., 25 ACORN ST., PROVIDENCE 1, R. |. = 


u.S.a. (In Canada, Port Hope, Ont.) 
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YOUR BEST CUSTOMERS 


will read about 
Pennsylvania Power Mowers Tigi 


Post, Better Homes, American Home, 
Pathfinder, Sunset, Flower Grower 










@ Popular magazines with twelve million circulation will carry 
more than 50 million selling messages on Pennsylvania 
Lawn Mower during the first half of 1952. ; 
Many of your own customers will 
be reminded that Pennsylvania is the 
quality mower—the best mower 
to buy for the years to come. 
These ads will tell them to 
look for the store that carries 
Pennsylvania mowers. 

























PENNSYLVANIA 
POWER MOWER 
18” cut, 21” cut 


ry 
Check with your 
wholesaler today for the 
supply is limited 

by allocation. 








PENNA-LAWN 
16” cut 





PENNSYLVANIA 


QUALITY LAWN MOWERS SINCE 1877 ACCO 








PENNSYLVANIA LAWN MOWER DIVISION Pr 
AMERICAN CHAIN & CABLE 


= 
Bridgeport, Conn. + Camden, N. J. mane 





PENNSYLVANIA, JR. METEOR (ALUMINUM) 
10 wheels—17 cut 5 blades—16” cut, 19” cut 
cn 7 blades—16” cut 

16” cut, 18° cut 4 } 


#. 
























PENNSYLVANIA 4 
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AND 
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A Warning 
From Norway 


Not all the words your editor might write in a 
lifetime would be one half as effective in empha- 
sizing the current dangers that face the Ameri- 
can businessman as the letter from Norway that 
we print below. 

Every dealer and every wholesaler will find 
profit in reading this lesson in what happens 
when bureaucracy gains the upper hand. The 
Herlong Amendment remains the only means 
available to the trade for avoiding the strait- 
jacket in which business in Norway is now 
struggling. t 

Have you gone on record with your support of 
the Herlong Amendment? On page 104 of this 
issue are comments of several more dealers on 
this subject. 

The letter from the hardwareman in Norway 
follows. We are withholding his name for obvious 
reasons. 

“Dear Editor: 

“In your issue of Nov. 29, on page 7, you 
printed an unusually interesting letter from Mr. 
Wm. Geo. Steltz of Philadelphia. 

“To me, a Norwegian, it is alarming to see that 
the whole European system of controls now is 
being forced upon the American businessman. 

“American businessmen must wake up and pro- 
test the regulations and controls that are now 
being imposed on them, before it is too late to do 
anything. 

“One doesn’t have to look it up in the story 
books. Norway is an excellent example of how 
governmental price control acts to ruin formerly 
solid business structures. 

“In the hardware trade in Norway, practically 
no mark-up is allowed on a percentage basis, only 
dollars and cents mark-up is permitted. 

“If a traditional percentage is still allowed, 
beware, it will be regulated in such a way that 
the monetary equivalent of the percentage will 
stay fixed as per a certain date. 

“Here in Norway this date is April 9, 1940, and 
one is not allowed to make a greater profit on the 


or the 
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just Among Ourselves 


Informal Editorial Comments 





By W. A. Phair, editor 


trade’s 75,000 items, on a dollars and cents basis, 
than one made 11 years ago. 

“That is the rule of the Price Directorate 
and it was set at the beginning of the German 
occupation. 

“All of us belong to the ‘buying public’ because 
we all have to buy things and we know that 
prices and costs are never static. But in Norway, 
the fluctuations are not allowed to register in the 
mark-up. 

“It should not be necessary to point out to 
hardware people the difficulty of maintaining 
proper and adequate inventories when prices are 
trebling, costs are soaring and taxes are sky- 
rocketing. But in Norway the mark-up is exactly 
the same as it was 11 years ago, on a dollars and 
cents basis. 

“I think you American hardwaremen should 
fight such political nonsense to the end. You can’t 
give up half-way, because that is as good as giv- 
ing up all. 

“There are many examples in the Old World to 
show the economic evolution when politicians 
infiltrate and dominate business. 

“The result is always disastrous, because they 
regard business as something inferior. They talk 
about profits and profiteering in such a manner 
that the final impression is that they are them- 
selves saints and not participants in the racket 
called politics. . 

“This letter is, I suppose, only a little voice 
from a tiny country in the Old World, but we 
have gathered a lot of experience in the field of 
government controls and interference. You are 
now imitating us in the worst possible manner. 

“Distribution is the foundation of the nation’s 
economic life. Remove its incentive and the na- 
tion will be drained of its life blood. 

“Let the lawmakers themselves invest their 
capital in distribution and we will all eagerly 
watch their steps which will in the end bring 
them to despair and will put their businesses in 
the hands of a receiver.” 

Yours truly, 
(name withheld) 
Oslo, Norway 


(Please turn page) 
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Dealer-Wholesaler 
Relationships 


During the 96 years that Hardware Age has 
been serving the hardware industry, it has been 
its privilege, and its responsibility, to report 
many important developments. 

In the bound volumes of past issues of Hard- 
ware Age can be found a complete and accurate 
history of all the trials and accomplishments of 
this truly American business. 

In this role of observer and reporter to the 
hardware trade, we publish in this issue, begin- 
ning on page 73, an account of an important 
development in hardware merchandising—the 
new Dealer Service Program of Janney, Semple, 
Hill & Co. We recommend a careful reading of 
this article to everyone with an interest in 
hardware. 

In these columns of “Just Among Ourselves,” 
we have from time to time commented on the 
subject of providing dealers with merchandising 
aid from the centralized source of the hardware 
wholesaler. And it has been the unchanging 
opinion of a long line of Hardware Age editors 
that the development of merchandising aids for 
dealers at the wholesale level is a natural, logical] 
and workable procedure. 

Wholesaler aid of this type is not new, except 
in the matter of degree and specific character. 
It is, however, a fundamental extension of our 
considered belief that such plans are much more 
effective when supervised by the hardware whole- 
saler, the dealers’ service point. 

The cost of such dealer merchandising activi- 
ties must be substantial. In the hands of a whole- 
saler, where such facilities are more readily 
assembled and financed, the cost can be spread 
over many stores. 

Such a program, however, to be successful 
demands certain contributions from the dealer. 
In addition to a serious, continuing use of the 
merchandising assistance in his store operations, 
he must realize that a dealer program can be 
maintained only if he places with such a whole- 
saler a major portion of his business. 

The tendency of many dealers in recent years 
to scatter their buying over a large number of 
wholesale suppliers generally makes it economi- 
cally unfeasible and ill-advised for a wholesaler 
to attempt such a program. j 

The welfare of the independent wholesaler and 
the independent dealer are inexorably linked 
together. 

It is to the interest of the wholesaler that a 
dealer be strong and successful. 

It is equally to the interest of the dealer that 
his wholesale source be strong and successful. 

We do not base this observation on any such 
ephemeral substance as “loyalty,” but rather on 
a simple, factual dollars and cents basis. 

The practice of scattering a dealer’s business 
among a multitude of wholesalers cannot help 





but weaken the entire fabric of the vital dealer- 
wholesaler relationship, to the equal detriment 
of both. 





Open Displays and 
Better Salesmanship 


Among the subjects discussed by the depart- 
ment store operators at their recent meeting in 
New York were the value of using more open 
displays and the development of greater selling 
skill among salespeople. These topics have a 
definite interest to hardware dealers, too. 

The interest on the part of the department 
store people in more open displays stems from a 
desire to put more merchandise in a customer’s 
line of vision, not only for the purpose of direct 
sales, but also for its stimulation of impulse 
buying. 

They noted that while goods displayed at the 
lower levels do not normally move as fast as 
merchandise at higher levels, even a low sales 
rating at the bottom level is better than no sales 
from that area. 

In many hardware stores today, I suspect that 
the doors covering the lower levels are not so 
much for covering stock storage space as for 
concealing bad housekeeping. 

Take a look at your own storage. You will prob- 
ably find the contents of broken packages scat- 
tered around with stock mixed up; some items 
will be scarred or shopworn from the tumbling 
the whole mess gets whenever someone burrows 
for an item that’s supposed to be there. 

Then once a year, at inventory time, it gets 
straightened out. But a week later, it’s just as 
bad as ever. 

Quite aside from the pros and cons of the sell- 
ing power of lower level display area, open dis- 
plays do have the advantage of tending to force 
neatness on a store. 

The department store operators’ interest in 
training salespeople seems to arise from a feeling 
that super-market self-service merchandising is 
not, after all, going to put other types of selling 
out the window. These men seem to feel that 
there is a definite limit to the economic applica- 
tion of self-service and that full automatic sell- 
ing is still a long way off for many lines of goods. 

While the full potential of self-service has not 
begun to be exploited in hardware stores, neither 
has the full potential of good salesmanship been 
realized. 

It is probable that in most hardware stores 
today the greatest increase in sales with the 
smallest investment or capital could come from 
a sales training program. 

With taxes going up, other costs sky-rocketing 
and margins shrinking, a program to improve the 
selling ability of your store staff should rate high 
in your 1952 planning. 


HARDWARE AGE, JANUARY 24, 1952 











CABINE 





CYLINI 























































"Sure, 1’ gi 
ure, 1'll give youd good 
reasons why | like to sell 
1400 products.” 
products. 
part- 
ig in 
open 
lling 
je |! ° : 
“Like every other successful dealer, I am taking 
nent the straightest course I know to steady profits. 
snsine Ilco fits my picture because: 
yp 
lers 
rect 
ulse @ Ilco products are soundly designed and 
the well made. 
t as @ They are items for which I find a good, 
ales ear ‘round demand 
ales y , 
@ They are made in a range of designs, sizes 
— and prices that cover the demands of my 
for customers. 
- @ They can be readily and effectively dis- 
ob- ; 
cat- played, in small space, on Ilco merchan- 
ems dising mounts. | 
ling . . 
OWS LIQUID CLOSERS @ Years of pleasant dealings with the people | 
Guaranteed 2 Years of Ilco have proved their sincere desire to | 
sets serve me well.” 
, as 
ell- 
dis- 
ree determination 
, ledge our con- 
CYLINDER NIGHT LATCHES facturers, We P 1952 and to 
in ALL TYPES - nett eatures 19 by striving 
° tain these dealers y 
ing o main faith with Iico orkmanship 
; is COMPLETE LINE OF pe fic to keep high standards of ‘Yico trade 
ing CYLINDER PADLOCKS o maintain the hed in the past: T he © 
“| we have establis will continue | 
ell- ~ , 
ds. ai ; 
not 
1er SCREEN and 
en STORM DOOR 
LOCKS 
res | 
she | 
om 
ng | 
he | 
gh | 


HARDWARE AGE, JANUARY 24, 1952 


ashington 
NEWS and VIEWS 


By Washington Bureau of 
HARDWARE AGE 


First Aid Stations for Business 
To Be Organized in 13 Key Areas 


First-hand knowledge of business operations in all 
sections of the country reported promptly to federal 
officials may be the initial step in preventing retailers’ 
shelves from becoming bare of civilian goods contain- 
ing metals. 

Businessmen in cities as widely separated as Bos- 
ton, Dallas and Seattle are expected to assist in a pro- 
gram planned to reduce the squeeze placed on many 
small companies by growing rearmament activity. 
These men will make up regional advisory boards of 
the Small Defense Plants Administration. 

The boards will be operated in 13 cities, advising 
small concerns on problems connected with loans, con- 
tracts, and scarce materials. Periodically, they wili 
hold conferences to discuss operating plans. Their ac- 
complishments and difficulties will be summed up in 
communications to Washington. 

Anxiety over the fate of small firms was expressed 
in a recent letter from President Truman to Telford 
Taylor, SDPA chief. In part, the President said, “We 
need to take prompt and effective steps to counteract 
this pinch or smaller firms.” Formation of regional 
advisory boards was planned to ease that pinch. 


OUTLOOK—Consciousness of small busi- 
ness headaches is pervading most of federal 
agencies, resulting in establishment of many 

% special assistance offices in the field. Some 
danger exists that too numerous field offices 


may breed competition concerning who aids’ 


what firms. If jurisdiction is clarified with- 
out delay, the businessman stands to gain. 


Less Essential Goods Cuts Hit 
Bottom; Others To Feel Axe 


Greater diversion of steel, copper, and aluminum, 
and defense production by second quarter allocations 
is expected to reduce still further the production of 
consumer durables by about 10 pct. This means a 
level of output somewhere below the 1947-49 rates. 

Mobilization Chief Wilson says he has “no inten- 
tion of taking away from the military for civilian 
production.” And Controls Chief Fleischmann says 
that manufacturers of “less essential’ goods like vene- 
tian blinds and jewelry (now limited to 10 and 20 pct 
of copper and aluminum needs) “just can’t be cut back 
further” but must be increased slightly. 

This means that any future cuts must be taken from 
the share now set aside for hardware, agricultural im- 
plements, tools, appliances, and other goods regarded 
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as “more essential.” Agricultural equipment manu- 
facturers have been given second place in “essential” 
ratings for getting materials for expansion. 

Construction and production of building materials 
will continue to be hit hard over the coming months. 
Failing to keep home building up to 850,000 units last 
year (final figure was 1,100,000 plus), supplies will be 
allocated at a 600,000 unit level — hoping to hold 
building to 800,000 units for 1952. Practically no con- 
struction of hardware and other retail stores and simi- 
lar building will be authorized during second and third 
quarters. 


OUTLOOK—Steel (except structural) is no 
longer the key factor in making allocations 
generally. Second quarter allocations were 

> based on availability of copper and aluminum. 
Same will hold true for third, perhaps fourth 
quarter. As one key DPA official says, “In- 
genuity will have to be substituted for these 
materials.” 


Major Revision of Control Law 


Unlikely During New Session 


The fact that the new Congress has yet to schedule 
any public hearings on President Truman’s request 
for a tougher control law shows up the capitol’s un- 
williness to write any major changes in the basic 
mobilization program this year. 

Congressmen of both parties are voicing their doubts 
and their criticism over the White House request for 
more rigid controls, and Mr. Truman’s charge that 
Congress “shot the law full of holes” last year. 

Chairman Spence (D., Ky.) of the House Banking 
Committee says he agrees with Mr. Truman that Con- 
gress should “repair the damage” to the controls law, 
but Senator Maybank (D., S. C.), chairman of the 
Senate Banking Committee, pointedly avoids comment. 
He says flatly that he has no plans at present for public 
hearings on any proposed changes in the law. 

Pressure of repeal of the Herlong and Capehart 
amendments to the control law stem largely from Mr. 
Truman’s leaders. But political observers believe 
chances for repeal of these provisions have been weak- 
ened since OPS is now operating under their terms. 


OUTLOOK—Actually, general level of busi- 
ness today is about at the same level as a year 
ago despite the heavy demands on civilian 

> needs brought on by the military mobilization 
program. This situation, in the opinion of 
Congressional leaders, makes further price 
control restrictions unnecessary at this time. 
(Continued on page 152) 
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SEE YOUR JOBBER—OR WRITE DIRECT: 
PHOENIX TABLE MAT CO. Chicago 7, Illinois 
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New Vacuum Cleaner 


The new Universal vacuum 
cleaner, the Jet 99, has a heavy 
duty motor set on rubber mount- 
ing to minimize vibration, and a 
two-piece all metal case, finished in 
durable baked enamel, two-toned 
green with a gray bumper. Fea- 
tures include an exclusive Jet 99 
rug nozzle with a floating brush, 
Presto-Matic dirt disposal feature 
with paper filter bag, detachable 
extra length cord, and the unit can 
be quickly changed from suction 
to blower. Will not tip on stairs 
or slip off treads, and is compact 
and balanced for easy carrying. 





Jet 99 will be backed by a power- 
ful promotion, including a retail 
merchandising plan, display dem- 
onstration program, and a sales ma- 
terial program. Landers, Frary & 
Clark, New Britain, Conn. 





Window and Portable Fan 


New combination window and 
portable fan, Model 2052, is for use 
in sash-type windows, and metal 
spacer panels are adjustable for 
windows from 30% to 39 in. wide. 
Fan moves 2,500 cu. ft. of air per 
minute at high speed, and can 
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easily be reversed from intake to 
exhaust position. There is a three- 
speed motor, finger-proof guards, 
and the hub of the fan blade is 





mounted in rubber. Finished in 
two-tone green baked enamel, with 
rubber feet and 8 ft. white rubber 
plug-in cord. Approximate retail 
is $59.95, complete. Lau Blower 
Co., 2010 Home Ave., Dayton 7, 
Ohio. 


Circle Glass Cutter 


Here is a new circle glass cutter 
for cutting flashlight and similar 
lenses, the No. 32 Fletcher Circle 





Cutter. It will cut glass circles 
from % to 5 in. in diameter. Dealer 
price is $5.35 each. Fletcher-Terry 
Co., Forestville, Conn. 
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Saucepan, Food Blancher 


This handy %-qt. all-purpose 
saucepan and 8-qt. food blancher 
were introduced at the Housewares 
Show. The saucepan has been added 
to the Federal Vogue line of 
enameled kitchenware, and the food 
blancher is available in Vogue 
white enameled ware or in Federal 
Bluestone enamel on steel. The 
blancher includes an 8-qt. stewing 
pot, a 7-qt. colander, and lid. A 
special Federal merchandising of- 
fer contains 108 pieces and fea- 
tures the saucepan. A merchandis- 
ing and display kit is offered free 





Federal 


assortment. 
Enameling & Stamping Co., Mc- 
Kees Rocks, Pa. 


with each 


Gas-Power Lawn Mower 


This new gas-power lawn mower, 
Model KG-51, is a light, easy-to- 
handle mower, with a single finger- 
tip adjustment of cutting height, 
and a full 20-in. cut. It is of strong 
construction, with an extra spider 
welded to reel-blades to avoid bend- 
ing or breaking. Sure-grip “knobby 
tread” tires have been added, and 
the throttle placed between the 
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hand grips to make it controllable 
by either hand. List price is $109.50 
plus tax. Roberton Div., King 








Pneumatic Tool Co., 2717 N. Ash- 
land Ave., Chicago, IIl. 





Convertible Paint Brush 


This new convertible-type paint 
brush, called the “3-4-1,” is actually 
a 4-in. wall brush, when fully as- 
sembled, that converts to either a 
2'4-in. varnish brush or a 114-in. 













sash brush. There is a built-in han- 
dle screw driver attachment that 
makes assembly easy, and full di- 
rections come with each brush. 
Bristle length out is 214 in. Mer- 
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in hardware merchandise... 


FOR THE HARDWARE DEALER 


chandising aids will be provided 
dealers at no cost. Baker Brush Co., 
Inc., 83 Grand St., New York 13, 
N.Y. 


Baby Feeding Set 


Here is a new four-piece plastic 
Baby Feeding set, consisting of a 
6-in. plate, 5-in. bowl, and a spoon 
and cup. There is a pink cup with 
a lamb on it for girls, and a blue 
cup features a teddy bear for boys. 
There are no sharp edges, and the 
set is sealed in cellophane. Approxi- 
mate retail price of the set is 75¢, 


"esti 





or the cup can be purchased sepa- 
rately for about 25¢. Plas-Tex 
Corp., 2525 Military Ave., Los An- 
geles 64, Calif. 


New Valance Lighting 


The new Markstone Pin-Up 
Valancelite can be installed over 


' drapes, venetian blinds, doors, win- 


dows or on plain walls with the use 
of only a screw driver. Available 
in 23, 33 and 48 in. sizes, and no 
special wiring is necessary to in- 
terconnect for extra length installa- 


(Continued on page 130) 





TO HELP YOU 


SELL 


AND OTHER DEALER 





Painters’ Tool Display 

A complete assortment of paint- 
ers’ and glaziers’ cutlery is carried 
in this sturdy counter merchan- 





diser and stock display, A9. It 
holds 24 putty knives, 24 wall 
scrapers in several sizes, 30 wood 
scrapers, 12 sandpaper holders, 12 
glass cutters, 12 razor blade holders, 
and 12 packages of glaziers’ points. 
The merchandiser is made of wood 
and designed as a permanent dis- 
play. Dealer cost of the tools is 
$39.20, and the merchandiser is 
supplied without charge with the 
purchase of the tools. Red Devil 
Tools, Irvington 11, N. J. 


Paint Brush Displays 


Here is an attractive self-stock- 
ing counter display, featuring 4, 
1, 11% and 2 in. all-purpose brushes, 
in single and double thicknesses, 

(Continued on page 142) 
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Store Sales Weak in 
Opening Week of ‘52; 
Potential Is Greater 


Buying in the nation’s depart- 
ment stores was down markedly in 
the first week of January, as com- 
pared with the same period of the 
previous year. 

This, however, was largely a re- 
sult of exceptionally high sales at 
that point last year, when there was 
considerable consumer buying in 
the face of threatened scarcities. 

The lull in sales at the beginning 
of the year was expected to be of 
short duration for there is no 
reason to believe that consumer 
demand won’t be as strong, or 
stronger, than it was in the last 
part of 1951. 

Consumers have been withhold- 
ing a greater part of their disposa- 
ble income, savings have _ been 
mounting, and there are other 
strong inflationary tendencies. 

In spite of eventual scarcities in 
some lines which require metals in 
tight supply, there is a noteworthy 
trend towards lowered prices at 
this time. 

However, it is observed that these 
reductions are generally of a pro- 
motional nature, or are made on a 
selective basis rather than across- 
the-board on all items in a manu- 
facturer’s line. 

There is little probability that 
price reduction will become wide- 
spread. As a matter of fact, there’s 
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Cuts Reported 


> Buyers Have More to Spend in "52 


» New Major Appliances Shown 


every reason to believe that prices 
will continue strong and will prob- 
ably have to bulge still higher un- 
der the pressure of higher manu- 
facturing and distributing costs. 





Sales of Large 
HARDWARE STORES 


%, of Change 


Nov. 1951 Nov. 195! 
from from 
Nov. 1950 Oct. 1951 
43 —b 


/ 
Source: Bureau of the Census 











Greater Buying on 
Time Payment Plans 


There was a $60 million increase 
in consumer instalment credit out- 
standing during November, bring- 
ing the total outstanding at the 
end of the month to $13,259 million, 
slightly below the level of a yeai 
earlier, reported the Federal Re- 
serve Board. 

Total consumer credit amounted 
to $19,996 million as of Nov. 30, a 
$410 million rise over the previous 
month. A rise of $338 million in 
charge accounts’ was the principal 
factor in the sharp rise. Charge 
accounts amounted to a total of 
$4,206 million at the end of No- 
vember. 


Consumers Held Back 10% of Disposable 
Income at Year's End; Have More to Spend 


Personal income in 1951 totaled 
$251 billion, compared with $224 
billion in 1950, Secretary of Com- 
merce Charles Sawyer said in a 
year-end review of the economic 
situation. The year-end annual rate 
of personal income, he said, touched 
$260 billion. 

“Even after allowing for higher 
taxes, the disposable personal in- 
come in 1951 was 9 pct above that 
of 1950,” he added. 

Discussing consumer spending, 
he said that consumers spent about 


3 pet less in the fourth quarter of 
1951 than in the first quarter, even 
though their disposable income was 
about 3 pct greater. Restraint on 
the part of consumers in the last 
nine months of the year resulted in 
about 10 pct of disposable income 
being saved. 

National output hit an all-time 
high of $327 billion last year, Mr. 
Sawyer reported. This total, he 
said, represented an 8 pct rise in 

(Continued on page 170) 


HARDWARE AGE, JANUARY 24, 1952 














) 


HARDWAI 


on 
lans 


on increase 
credit out- 
ber, bring- 
ing at the 
259 million, 
of a yeai 
ederal Re- 


- amounted 
Nov. 30, a 
1e previous 
million in 
e principal 
e. Charge 
2 total of 
nd of No- 


quarter of 
arter, even 
ncome was 
straint on 
n the last 
resulted in 
»le income 


n all-time 
year, Mr. 
total, he 


et rise in 
170) 





24, 1952 


Turn tis around 
/ ‘for bigger business! 









HARDWARE AGE, JANUARY 24, 1952 


Here’s a profitable idea to turn around 
in your mind. 

Many of the smaller items you deal in 
can build your business in bigger ones. 

For example, the stove bolt shown. Stock 
the finest made ... RB&W ... as well as 
other RB&W bolts, nuts, rivets and screws. 
These “bread-and-butter” items make sat- 
isfied customers that keep coming back to 
your store .. . build traffic for everything 
you sell. 

RB&W fasteners are top sellers in their 
own right, as hardware sales figures prove. 
And they’re one of the few profitable, fast- 
turnover items that you can stock in quan- 
tity without worrying about style changes 
or damage. Thus, you keep time-consum- 
ing re-ordering to a minimum. 

You keep handling to a minimum, too... 
thanks to RB&W’s unique “upside-down’ 
package that prevents spilling. This attrac- 
tive red and green package stands out on 
your shelves . . . clearly labelled to show 
in a jiffy the type and size you want. 

For fasteners that move fast, order the 
complete RB&W quality line today. 


106 Years Making Strong 
the Things That Make America Strong 


RUSSELL, BURDSALL & WARD BOLT AND NUT COMPANY 


Plants at: Port Chester, N.Y., Coraopolis, Pa., Rock Falls, Ill., Los Angeles, Calif. Additional sales 
offices at: Philadephia, Detroit, Chicago, Dallas, Oakland. Sales agents at: Portland, Seattle. 


Available at leading Wholesale Hardware Distributors from Coast to Coast 
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MELNOR GARDEN ACCESSORIES — 


You just display them, then sit back and 
watch them sell themselves. Easy to see why! 


Melnor garden accessories are miles 





out front where price is concerned. 


o 
; | They're backed by large-scale promotion 
and publicity. Their precision engineering 


has been proved through more than 









20 years of metal products experience. 


fr 0) 1) a | So go ahead—set them on your counters. 
Let Melnor do the rest! 












“SURE GRIP” clinching hose connections — 
W 


AME 
Sinc 
177 


solid brass—with rust-resistant clinching fingers. 








“MIST RAY” HAND SPRAY 
— solid brass 







“HOLD-TIGHT” plain hose connections 
— solid brass 









“SWINGIN’ SPRAY” #600 
WITH NEW TUBULAR RUNNERS 

© Now — sturdier construction, stands absolutely rigid 

©® Now — easy-to-set adjustment for smaller areas 

© Now — no plastic or fiber parts to wear out 

© Now — fine spray covers entire lawn area uniformly 

It’s adjustable! it oscillates! it sprinkles rectangularly! 

Up to 2,400 square feet in one setting! Reaches into all 

corners. Precision-built of non-corrosive aluminum, brass 

and stainless steel, with solid bronze bearings. Its 

water-driven gears never need oiling. 


DELUXE 




























ELNOR METAL PRODUCTS CO., Inc. 


112 Lafayette Street, New York 13, N. Y. 





HARDWAR! 
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SHOVELS ARE 
REALLY LIGHT 
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Eliminates need 
for extra gears 
to wear or 

accumulate 
grease, dirt, grime 


. She demands DAZEY 

















Model 80 Series 
Dazey Deluxe Can Opener 








Model 88 Series & 






Dazey "Dual Electronic” Lid Lifter 
World’s finest wall je can a pd «+ « oe Can Opener 
Quality ...with the perfect patented angle cutting Pee 
wheel . . . Cuts out entire top of round, square, trouble-free 80 Series with the additional feature of 
or oval cans . . . smoothly “‘irons’”’ down rim. Fits the Dual Magnetic Can Lid Lifter. The 88 Series is 





the famous Dazey Wall Bracket and swings flat 
against the wall when not in use. Features the 
grease sealed cutting wheel—trouble free—easy 
to clean. Available in Dazey kitchen tested colors: 
Red, Green, Black, White, Yellow, and Chrome; 
also All Chrome and Dazite Bright Finish. 


Fair Traded . . . Retail Price $3.25 to $4.95 


available in Dazey kitchen tested colors: Red, Green, 
Black, White, Yellow,and Chrome; All Chrome and 
Dazite Bright Finish. 


Fair Traded .. . Retail Price $4.25 to $5.95 













Be sure 








Dazey Products are stocked by progressive distributors and wholesalers everywhere. 





DAZEY CORPORATION e@ ST. LOUIS 7, MO. 






Bh iey 
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EXTRA STRENGTH! EXTRA WHITENESS! 
EXTRA DURABILITY! 











Hustle! 


MAKE THE MOST OF THIS 
SENSATIONAL | 
MONEY-MAKING OFFER 












Look Shara! Seize this timely opportunity with FEDERAL’S 


SUDaPSBOOD aT merece 


Peauung 


THE NEW VOGUE 
fg QT. ALL-PURPOSE SAUCEPAN! 


Each saucepan is 


pre-ticketed ee 

























h 
KATSA 
PAN-DANDY! 
* WOMEN HAVE Mik oe y 


$1.19 DOZENS OF 

— as USES FOR IT! 

4 _ 2» * SMALL ENOUGH TO STORE IN REFRIGERATOR! . FO 
—“——— $129 x EASY TO CLEAN . . . FOOD SOAKS RIGHT OFF! "USE FI 


RETAIL 


<>, 
=” ? Scoop in the Sales! 





48 only ne Qt. an Windsor 
iauce Pans 





only WR80—8 Cup Percolators 

only WR70—5 Qt. Tea Pi 

only WR120—12 Qt. Water Pails 

only WRO4—4 Qt. Flavor Saver Pots* 

only WRI 

only WRI’ f ie 

only WR2 . 

only WR141—14 Qt. Round RR 
Dish Pan 

only WR12—12 Qt. Oval RR Dish Pan 

only WR21—% Qt. Jr. Double Boilers 





n Windso 
Pan Set 


Get your supply in now—with this 


2 
aren SUPER-SCOOPER PROFIT OFFER 
NO. WR-9352 


—__ Standard trade cap 


*Vapor Seal Covers . 
$1. 59 Packed only in full assortments 
RETAIL 3 Shipping weight-120 Ibs. 
and FREE Display Kit 
99¢ 
RETAIL Total 108 Pieces 


Your Cost — $47.95 
Your Return — $70.32 


oo eo oeooooc ao 





ee 



























| YOUR PROFIT $22.37 
99¢ $1.29 $1.35 DASH OFF YOUR ORDER NOW 


RETAIL RETAIL enna 






Send for yours early 
—while we still 
have them! 


DISPLAY CARDS 


Popular 7 x 11 size, widely 
used by leading chains — 





now available for your 
counter, too! 

















Cwamnto waa 


oes: SAUCEPAN Pz 5a 
New 5p at. all: purpase sire i BANNER NEWSPAPER 


SPECIAL INTROQUCTORY a 2 MATS 
. _ Remind your customers 
that your store is Federal Tie in with Federal's 
Vogue headquarters. national advertising. Use 
these mats in your local 
paper. 











PENNANTS 


Decorate your windows, 
counters, store fronts! 


GET IN THE SWING! 


IN HEAVY TRAFFIC |= FEA a WITH THE BIG 


‘PACE INSIDE! SUPER-SCOOPER 
PROFIT OFFER! 








Federal Enameling & Stamping Company 
Pittsburgh 30, Pennsylvania 


(_] Send me “Super-Scooper" Offers (No. WR-9352) 
at $47.95." 


(_] Send me FREE “Super-Scooper” Merchandising Kits. 
[_] Send me Honey Bear Assortments (No. HB-9940) 
with FREE Display Stand, at $29.95.* 


Nome 


Address 





My jobber is 


*Prices slightly higher in South and West and Canada. 













Honey-Bear 
Design 


in four colors on 
FPBLUS 
toma 


Adds SELL to the “Baby-Dear” Line! 


Put this little fellow to work for you! Full-color decal 
... charming ... delightful . . . winsome! 


A Honey of qn Offer! Appeals to everybody! 


Pure porcelain enamel, made with Titanium—the 
- 0 ’ 
RETURNS §2 b = miracle element that makes enamel whiter, stronger, 
Take advantage of the new Honey- longer lasting. Deep blue edges and handles. 
Bear design by cashing in on this new 


HONEY-BEAR ASSORTMENT 
















No. HB-9940 2) 
Suggested Baby Dear “yey 

Retail NUE axe 

3 only HB 18 Baby Bath 1.99 et 2B 




















3 only HB 30 Baby Bath 3.29 
4 only HB 15 Diaper Pail 2.69 

_ 3 only HB 7X Baby Bottle 
Sterilizer 2.79 





6 only HB OO Two Cup 
Cereal Cooker 1.19 


6 only HB O Training Chamber .59 







Total 25 pieces 






Easy-to-set-up Honey Bear oo 


Display Stand (Value $2.50) essortmeant 


YOUR TOTAL COST ONLY $29.95 
















Retail Value $45.65 


Weight 80 Ibs. 
Packed in full assortments 









Prices slightly higher in South and West and Canada. 


FEDERAL ENAMELING AND STAMPING COMPANY, PITTSBURGH 30, PENNSYLVANIA 


World’s Largest Manufacturer of Enameled Kitchenware 
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Shuford’s “Tiger Lily” Clothesline 
Made of 


VINYLITE Brand Plastics 





Here’s the line your customers fall for! 


Shuford’s “Tiger Lily” clothesline is so easy to 





keep shining clean, so weather-worthy, so 
long-wearing—because it’s made with famous 
dependable Vinylite Brand Plastics. Feature 
“Tiger Lily” to hang up record sales. And 
feature the ‘Made of Vinylite Brand Plastics” 
signature. Your customers know it from broad 
continuous national advertising — identify it 
with a host of superior products from 


4 Tiger Lily Plastic Clothesline by Shuford Mills, Hickory, N. C. 
| Bakelite Company, “the foremost maker 


of the foremost plastics.” Nationally advertised in Good Housekeeping 
Easy to clean . . . won't soil clothes @ Lastingly flexible—ties 
easily @ Weather-resistant . . . can be left outside @ Amazingly | 


‘ long-wearing ® Fits all clothes pins @ Easy to cut to any length 
Plastics are produced by many 


complex processes. It takes vast ex- 
perience — superior technical! re- 
sources to insure uniform quality 
and exact formulation for intended 
end use. That is why both defense You know it’s right - 
and basic industry have found they . 
depend on the products of Bake- if it’s 
lite Company. 41 years of leader- 

ship in plastics assure you of 

lasting satisfaction . . . sterling per- 

formance. 











BAKELITE COMPANY, A Division of Union Carbide and Carbon Corporation (qq 30 E. 42nd Street, New York 17, N. Y. 
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Here tney are! The most colossal 
collection of colorful, chip-defying*, thinly-blown 
party glasses ever gathered together in one harmoni- 
ous Hostess Set! They’re perfect for today’s trend 
towards casual living. 

Cecil B. DeMille’s latest epic “THE GREATEST 
SHOW ON EARTH?” inspired Freda Diamond’s designs. 

Colors are permanent—fired-on so they won’t 
wash off or wear off. 

This matched beverage set is ideal for your spring 
and summer promotions—and what a natural for 
display tie-in when the smash hit movie “THE 
GREATEST SHOW ON EARTH” and circus play your 
town. 

Get ready to cash in on this exciting new Libbey 
prémotion. Start making your plans now! To order. 
contact your Libbey Glass distributor or write to 
Libbey Glass, Toledo 1, Ohio. 


*If it’s a Libbey Glass it’s guaranteed “A new glass if the rim 
ofa Libbey ‘Safedge’ glass ever chips.” 


& of one shape, boxed, 







4 Greatest Show on Earth 


COMES TO YOUR GLASSWARE COUNTER 


about 4 (suggested retail price—slightly higher £ i 5 : > 4 saz 
50 in the South, West, and Canada) 3B ; ww ww 


boxed. Prepackaging cuts your handling time . . . 
makes it easy to build eye-catching selling displays. 


LIBBEY GLASS+ita Ste @ 


Every Circus Hostess Set comes spectacularly gift 16 oz. 14 oz. 10 oz. 6 oz. 8 ot. 
King Size Iced Tea §=— Beverage Juice or Bowl 
Cooler or Coffee Cocktail 


a l 
weuc 


Hostese Cote 











as Holly, the aerialist, co-starring in 
Cecil B. De Mille’s ““THE GREATEST SHOW 
ON EARTH.” Paramount Production. Color by 
Technicolor. 















ESTABLISHED 1818 
LIBBEY GLASS, Division of Owens-lilinois Glass Company, Toledo |, Onio 
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new 
‘models 


my 


22 o3" 
we oom 


Model 10-A 
High Chair. 


Removoble 











tray, 29'% 
high. Chromium 
finish. Duran 
upholstery: 4 


(aol lol ay 


New: Model \ 
8-U De Luxe 
Utility Cort. 
ean" a 


! deollole m 
' 


Reinstated: Model 7-B 
Folding Utility Table. 24” 
x 34” x 29” high. Chro- 
mium, with enamel finish: 5 


colors 


By popular demand—by consumer demand—Cosco brings 
you in ’52 a greatly expanded line of America’s best-selling 
household stools, chairs and utility tables. You’ll find more 
low-ticket numbers . . . more luxury models . . . the right 
model for every purpose, every purse . . . 22 models in all. 
Send today for your free copy of the new, 1952 catalog con- 
taining full details. Stock and feature this bigger and better 
Cosco line for bigger and better profits all through ’52. 


HAMILTON MANUFACTURING CORPORATION 
Columbus, Indiana 


Household Stools, Chairs 
and Utility Tables 





EE 
Hl || 


| Chromium 
‘ 


| 
31” high. Chro- | | 
mium, with crys- | 
tol and wood- | | 
| grain finishes: 5 
| 
| | ol! and wood | 
I 2iF i 5 
| i 
. lg Pai y 
} 
. 


Something old... something new 


$U5LUs 





/ 


Model 4-D New Model 
4.G Step Stoo! 
Seat 747 high 


De Luxe Step 
| Stool. Seat 24” 
high. "Swing 
away steps | steps. Chro 


Swing away 


mium Durar 


Duron uphol | 


stery: 46 colors | | | colors 
a 


i \ 
| 


upholstery 


“7 
od 
New: Model 
8-T Drop Leaf 
Utility Cart. 
Top, leaves up, 
a. 41" 
he high Crys j 
] 


a finishes 


Cultivating Customers for You— 
COSCO National Advertising 






Howse. Cane 


bss | 


ons 


, 


In ’52, colorful, big-space national advertising will be pre-selling your cus- 
tomers on Cosco—cultivating new Cosco customers. Month in, month out, 
12 leading magazines will carry the Cosco story into 27,500,000 homes all 
over America and right in your home town. Capture the great and grow- 
ing Cosco market in your community for your store by stocking, featuring 
and advertising Cosco all year long. 
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Choote CRESCENT oz CRESTOLOY 


,~@ Since more Crescent and Crestoloy Adjustable 
Wrenches are sold today than any other brand, an 
explanation of the differences in these two famous 
Crescent tools may be appropriate. 

CRESTOLOY Wrenches are forged from a special 
alloy steel permitting thinner, trimmer design with 
greater strength and less weight than conventional 
types. They are available in Single End patterns, 
4” to 24” size. Double- 
end in four models 
combining 4-6; 6-8; 
8-10; 10-12 inch sizes. 


GET YOUR FREE COPY! 
This new 20-page booklet 
provides many useful how- 
to-do-it ideas for both 
amateurs and professional 
mechanics, as well as basic 
information on the proper 
selection, use and care of 
hand tools. 93 illustra- 
tions. Write today. 


The 15”, 18” and 24” sizes, available in Single End 
pattern only, are distinguished by their tapered 
handles. There is no stronger or finer Adjustable 
Wrench than CRESTOLOY. 

CRESCENT Wrenches are forged from selected 
carbon steel and specially heat-treated to increase 
their toughness and durability. Due to their lesser 
cost and relatively great strength, they are widely 
used in industrial and service operations where 
thinness is not essential. Available in Single End 
Patterns, 4” to 18”. 

Both Wrenches represent the best in design and 
workmanship, and carry the same guarantee. 


CRESCENT TOOLS 
| Cive ings lo Word 


Soli SAH 


i ny lhe. 














Crescent is our trade-mark, registered in the United States and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YORK 
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Fairehild 


electric home tools 


BECAUSE electric tools are fast 
becoming as much a part of the 
home maintenance kit as hammer 


designed 


nationally 
advertised 


and SOW... 


BECAUSE 40 mil- 
lion families com- 
prise one whale of 
a market... 


BECAUSE Fairchild 
tools are specifi- 
cally designed for 
family use around 
the house... 


BECAUSE Fairchild 
kits contain the ac- 
cessories that new 
electric tool owners 
need 


BECAUSE Fairchild 
tools and kits are 
priced right... . 


BECAUSE  consist- 
ent national adver- 
tising is building a 
huge demand for 
Fairchild products 


FAIRCHILD 1S 
YOUR BEST BET. 








RIRCHILD \NDUSITRIES, INC, BURLINGION, VERMO 











A. Three-tier Shoe Rack #785, holds up to 9 pairs of shoes and keeps 
them neat and orderly on this attractive, space-saving chrome rack. 


Quickly attaches to wall or door, 


B. Four-arm Swinging Tie Rack #773, keeps up to 100 ties in top 
wearing condition and in easy reach, Finger-tip touch swings the 


tie collection into view. 


C. Combination Hat Rack #782, holds six hats, plus a number of ties, 
scarves and belts. Brim-fitting rests keep hats secure and in shape. 


Makes efficient use of often-wasted space on closet door. 


D, Clothing Carrier #1, converts dead storage space into useful con- 
venient closets. A slight pull on the handle slides an entire ward- 


robe out into the room for easy selection. 


E. Hat Rack #1125, holds two hats securely against wall or closet 


door. Ideal where space is at a premium. 


F. Hol-Mor Tie Rack #771, holds 36 ties in separate spaces. This 
revolutionary type of tie rack pulls out from door or wall for quick, 


easy selection of an entire tie wardrobe. 


G. Swinging Trouser and Skirt Hanger #550, holds four skirts or four 
pairs of trousers. Can be fastened to any woodwork, door or closet 


wall, and used in pairs if desired, 


H. Shoe Rack #4, holds up to five pairs of women’s shoes or four 
pairs of men’s shoes, neatly and securely by an improved toe guard. 


Easily fastened to baseboard or door. 


stomers wear clothe 






"7 





oRtul, 





they need 
B¢ -Veniences 


It’s easy to sell your customers 





K-Veniences, the original, the best-known 
clothes closet fixtures on the market. 

Over 40 space-saving, chrome-plated 
K-Veniences provide the right combination 


for every closet need. 


K-Veniences are stocked by lead- 
ing jobbers, Write for catalog. 


NMR EA 





WROTE W. 


GRAND RAPIDS 4, MICHIGAN 
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A self 
hinge 
construct 


req 
a HUI 


SA\ 


No n 
door 





HARDWA 





NEW! The first 

major change in hinge 

design in a century! 

A self-aligning, self-gapping 

hinge that makes 

hinge installation one of the 

) simplest operations in 

Ss construction. No recess is EVER 

required to accommodate 

a HURLINGE. No mortising, 

no chiseling—EVER! 

It screws to door and 

frame quickly, easily, - 
accurately. Saves hours 
Ss and dollars in labor. 
Costs LESS to buy, costs 
LESS to use. A sure 
money-maker 
for you! 







FINISHES 


Bright Steel, Brass 
Plate, Bronze Plate, 
Cadmium Plate, 
Chrome Plate, Prime 
Coat on Bonderized 
Bose. 




















TIGHT or 
LOOSE 
PIN 


Either style avail- 
able in oll finishes 
ond sizes. 




















The new HURLINGE is overwhelm- 
ingly acclaimed by leading builders, 













cabinet and furniture makers. It's 









SIZES 

In stondord sizes 

@ 2%." = 3” - 4” ~ 
"| Doz. poirs to the 

box. 










an entirely new type of hinge, 
successfully used by the trade and 
consumers. Available now in all 






standard sizes and finishes, with 
loose or tight pin, Prompt delivery 














in any quantity. 







‘ REPRESENTATIVES 

New York State, Long Island: Edward 
leeds & Co., 309 Oakford St., West 
Hempstead, L. |. 

New England: Blunt, French & Young 
Co., 419 Commonwealth Ave., Boston 
15, Mass. 

Georgia, Florida, Alabama, Eastern 
Tenn.: A. B. Robson Co., P.O. Box 263, 
Atlanta, Ga. . 

N. Dak., S. Dak., Neb., Kans., Minn., 
lowa, Mo., Mich., Wis., Ill., Ky.: N. B. 
Spurgeon Co., 20 North Wacker Drive, 
Chicago 6, Ill. 














SAVES LABOR oy SAVES TIME SAVES MONEY 


No need to cut into Takes up correct po- Simply make holes 
door or frame, sition while fitting. and screw on, 















n California: J. T. Scott & Co., 3020 Sunset 
Bivd., Los Angeles 26, Calif. 
JOBBER INQUIRIES 
INVITED—TERRITORIES 

[- OPEN TO REPRESENTATIVES 

” 








Write For Free Sample, Speci- 


no-moRTISE HINGE corr. 


BOUND BROOK . N EW JERS AF and Price Lists, 
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PROUDLY PRESENTS... 


THE “New Look’ 


ror SALES 


EYE BOLTS 





a Ae i 


Vanity” Cabinet 
sates | | A BIG 


that will help you 

up profits. It’s e 

eye-catching, con- oe VA L U 7 
venient and makes 74 


Eye Bolts easier 
to dispense. } This beautiful cabinet, with its triple-mirror, 


36 inches wide, is an outstanding value at 
its sensationally low price. 


Besides its greater mirror area, it also has 
much larger storage space — twice as much 
as the average bathroom cabinet. Its at- 
The fives adtas of Ott my tractive appearance makes it an ideal fix- 
9 x 10 display will add : i ture for powder rooms as well as bathrooms. 
sparkle to your store. It : ae : 
is ene Gnas So. sents Stock this big-value cabinet today and see 

. and it makes sales ’ \ how your sales of cabinets will spurt! 
easier for you. : 








IMMEDIATE 
SHIPMENT 











V) Ss" é “i < Xi ys, This display, 
t ‘ in] wr A - with $s 
) 4 Wh og oueies * Ga | 18 Models 
: p Glo color, comes @ Write for descriptive 
completely —_as- literature on our complete 


bled. It 

f+ ee quality, $i line of bathroom cabinets. 
which helps you 
to get your share 


A aa | Ideal 
Cabinet Corporation 


Division of Deslauriers 
Column Mould Co., Inc. 


7722 JOY ROAD DETROIT 4, MICH. 














Retail hardware dealers always benefit when their 
customers realize that they are handling quality 
merchandise. However, quality in hardware is often 
a built-in factor . . . and not easily recognized by 
the customers. These colorful displays ‘tell the 
quality story for you . . . adding prestige to your 
store and increasing profits. To cash in quickly on 
the opportunity these displays offer, write us today. 





SALES THROUGH WHOLESALERS AND JOBBERS 


WASHINGTON MANUFACTURING CO. 


WASHINGTON IOWA 
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Like this highly technical 
Electro-MATIC precipitator, 
the AMER-g/as replaceable air 


FACH filter is the result of years of i a 
experience devoted exclu- eH 
sively to the manufacture of REL TH | 


AMER-(//S iin 
% 
° 
R FPLAC FA B LF F LT FR Don’t let the ‘disposable’ feature of AMER-glas fool 
you. There is every bit as much quality in this low- 


cost replacement unit as there is in AAF’s biggest 


| and most expensive filter. 
IS A A F EN 6 | N f a al Let the greatest name in air cleaning devices be your 
guide to greater profits for yourself and increased 


satisfaction for your customers. You expect quality 
from AAF . . . and you get it. 


The 


if HOSPITAL WHITE aa Grgmeced product of 


es Pstiebont Air Fitter 


r 
. »< 
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SPEEDY SPRAYER 444 
Doubles the spraying speed 
and working area! No job too 
big! Delivers 4 cu. ft. of clean, 
oil-free air at 40 Ibs. pressure 
Operated by 14 h.p. motor or 
engine. Outfit with gun, less 


motor. $59.50 


Write for Catalog and C 





SPEEDY SPRAYER 890 
Famous diaphragm principle 
eliminates oily pistons—deliv- 
ers 2 cu. ft. of clean, oil-free 
oir at 30-40 Ibs. pressure 
Sprays anything from a toy to 
a house. Operates with any 
Yo h.p. motor. Never needs 
oiling. Outfit with gun, less 
motor. $32.50 


ADVERTISED IN 


Post 


AND OTHER MAGAZINES 





plete Informati 








Aa oe ood, ee) ite) Fy vile), | 





A BIG SELLER because 


It has a Hundred Uses 
Sheffield 


WATER 
PUTTY 


CRACK FILLER 


@ Sticks to Anything 


@ Mixes Easily with water 
.-- Will Not Shrink 


@ Becomes Hard as Stone 


Every household . . . in fact 
every craftsman has use for this 
miracle putty that does every- 
thing! Adheres permanently te 
stone, tile, wood or metal sur- 
faces and does a perfect patch- 
‘ng and smoething job! Feature 
* strongly ...and watch your 
sales grow . . . because your 
customers are looking for some- 


PAINT CORPORATION 
CLEVELAND 19, OHIO 








thing ‘ike this every day! 











( CARLSON 


BIG 
CHIEF 


¥4 INCH WIDE 10 FOOT 
WHITE BLADE 





| SY PREPARE FOR QUICK SALES 
on the NEW CARLSON RULE! 


It’s a real promising seller for all measuring needs... because 
it offers more. The new BIG CHIEF is especially designed fer 
extended overhead and reach-in measurements. Its %4” wide 
blade has extra rigidity...extends farther horizontally and a 
full 10 feet overhead without buckling. The easy-to-read white 
blade automatically converts inches to feet at a glance. It’s a 
more useful rule...and you offer these additional CARLSON 
FEATURES that always spell more S-A-L-E-S: 














Double graduations in feet and inches 
Ten second blade change 
Easy-to-read crackproof white face 
Built-in automatic brake 

Easy-action swing-tip 

















ORDER FROM YOUR JOBBER TODAY! 





Produced under patents 2089209, 2510939 


CARLSON & SULLIVAN, Inc. 


MONROVIA, CALIFORNIA 
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this proven 
rope promotion 
idea pays off! 


SOARS ROPE SALES 
and 


SAVES YOU TIME 


New Bedford’s high quality remains the 
same—And now, in addition, it’s the easi- 
est to handle, the most convenient way 
to sell, the better package... 


AT NO EXTRA COST 


Pre-Measured New Bedford Rope in the 
exclusive Self-Dispensing Cartons sets 
sales records wherever dealers stock it. 




















NOW-—we want YOU to know how fast 
it sells—how factory-pre-measured rope 
gives you the jump on all competition— 
how New Bedford ends the headaches 
of double-inventories—lets you sell every 
inch from full and half unit coil cartons 
containing 3/16” up to and including 
¥/,” dia. rope. You satisfy customers as 
you have never been able to do before— 
have them coming back for more. 


Just Send A Trial Order For A Carton To New Bedford. Either Manila Or Sisal. Display 
The Compact Colorful Cartons On Your Main Floor. Tell Customers How New Bedford 
— Is Factory-Pre-Measured In Accurate 10-foot Lengths—Assures Their Getting Ex- 
actly The Quantity Of Rope They Order. TIE UP WITH NEW BEDFORD AND * 
YOU’RE TIED UP WITH NEW PROFITS! 































NEW BEDFORD CORDAGE COMPANY 
NEW BEDFORD, MASS. 


() Rush me full details on New Bedford's ‘Better Way.’ 




















ccc pened 7 (1) Please send me introductory trial order: Manila [] Sisal (J ! 
TO ' Rope Size | ) ‘ 

NEW BEDFORD | My Jobber is 
TODAY! ‘My Name 

: Company. 

: Adtiein 






NEW BEDFORD CORDAGE CO.,NEW BEDFORD, MASS. 


® 7653 
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two Talech ts of importance to you! 
Wo ep A ron announcements oF importance to you! 
ELECTRIC CLOCK 
ie : 
a o@ cece MeceeHeee ? 
a a z « 
* . A 
7 © * 
: z z 
* & 
: z 
; 
ev esmeree® oocoBee* 
‘ 
A MINSTREL—Flectric alarm. Features winged back that adds 4 PAGEANT—Color, clarity and curves in brilliantly 
beauty and conceals contruls. Extra-wide base. Beautiful sim- designed kitchen clock that rivals the rainbow in ' 
plicity. Ivory-color case. Wide-angle vision crystal. choice of color-styling hues: red, blue, green, yellow. 
Only a Only ” 
“$ 95 ai ”$ 95 10 
retail retail 
Decorator America’s fastest selling kitchen clock 
reduced from ¢ to $95" | 
. 
Here’s your chance for more sales than ever of 
America’s most popular electric kitchen clock! we 
< DECORATOR—Color-styled to brighten every kitchen. 
comes with dials of red, black, aqua and yellow. 
Limited quantity! Now just $4.95* (retail) for a 
short time only! 
[ Telechron electric clocks are backed by powerful continuing 
national advertising — full pages and spreads in full color in 
CALL YOUR DISTRIBUTOR TODAY Life, The Saturday Evening Post, Better Homes and Gardens. 12 
for your FREE new Telechron clock broad- Special support, too, for the new Aladdin and the famous Little 
side. It gives you details of the sales-stimulat- Tel, most advertised electric alarm model in history. 
ing new Telechron clock single-unit Time Table ’ 
Display that carries 6 kitchen clocks on upper Telechron electric clocks are silent, need no winding, oiling. 
wing section—8 alarm clocks on lower shelf regulating. Are backed by a written warranty. More than two 
section. Compact, flexible—and self-liquidat- dozen different models — for every room in the home! Telechron 
ing! Ask, too, for agg a . ha, Sema is a trademark for products of Telechron Dept., General Electric 
glossies, price lists, Sales Training Booklets. Co., Ashland, Mass. *Prices plus tax. Prices and specifications 10 
| subject to change without notice. 
HARD’ 
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Something Nt 


Has Been Added! 
Guaranteed 5 Years! 


To the trade, a fan is a “‘traffic’’ item—and the more 


reasons there are why it will sell fast, the better the 













































ntly 
y in trade will like it. 
nine r To the public, a fan is an investment for years—and 
5 eatin taste i the more they're assured it will last for years, the more 
tail Model 55 readily they'll say, “O.K.—I'll take that one.” 
12-inch floor fan, 3 speeds . P 
Now Fasco wraps up both those objectives in one 
lock industry-pacing move—putting a 5-YEAR guarantee 
™ on the six best-sellers shown on this page. 
) | What about dealers’ present stocks, which now carry 
a 1-year guarantee on the Fact Tag? Very simple! 
i acaiae Write Fasco and state the number of such fans in your 
» ode 
16-inch oscillator, 3 speeds stock. Replacement Fact Tags, with 5-YEAR guarantee, 
es will be sent you free, at once. | 
ow. 
BE SMART! Play the leader! Order Fasco—the only 
brand that backs your selling efforts with this sensational, 
nuing sure-fire guarantee! Write Dept. HA-1: 
den Model 127 
dens. 12-inch oscillator, 3 speeds 
Little 
iling. formerly F &. SMITH MFG. CO., INC 
1 two 
ss FASCO \nsuse 
ctric shetes 103 antnes Industries, Inc. 
tions 10-inch oscillator, | speed 16-inch pedestal oscillator, 3 speeds ROCHESTER 2, N.Y. 
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Ril 






this Housing ever 
Breaks or Distorts we 
will replace it Free. 












This Work-Saver 
Filta if gets 

customers for you 
—and keeps’em! 






















@ You’ll find no substitute for the smart- 
working, sales-making qualities that have made 
FeIa&Ib the world’s most popular pipe wrench. 
Breakproof housing, full-floating hookjaw with 
handy pipe scale, replaceable heeljaw, adjusting nut 
that spins easily in all sizes, 6’’ to 60’’, comfort-grip 
handle—these plus the RIE41[ name mean more 
sales and more customer satisfaction for you. 
Feature these popular tools for extra sales now. 
















=) 5>>]/2 
» Work-Saver Pipe Tools 





| Suacarttees economy 























TROJAN SAW BLADES 


ALL TYPES 
Jig, Coping, Jewelers’, Fret, Scroi!, Hack, Machine 


, 


World-famous Trojan 
Saw Blades. Over 130 
different types for 
every hand and power 
sawing operation. Un- 
equalled in quality. 
Teeth are individually 
filed and precision set. 
Blades are hardened 
and oil tempered for 
a long, sharp life. 


Ackermann - Steffan Div. 
PARKER MFG. C0. F 


Worcester, Mass. 


























Insist on 
TROJAN by name 

















CONGRESS SHEAVES and V-BELTS 


@ Precision built. Soundly engi- 
neered. Widely used as original equip- 
ment by hundreds of the largest 
manufacturers of such appliances as 
washing machines, dryers, laundry 
equipment and air conditioning in- 
stallations. 
@ Congress FHP pulleys are available 
in attractive 3-color individual boxes, 
with pulley outside diameter and 
bore size plainly marked. Simplifies 
storing—selling. 


Immediate Delivery — From Stock Ask Your Jobber and 


WRITE for CATALOG 


CONGRESS °*vc::c° DRIVES 


3750 E. OUTER DRIVE, DETROIT 34, MICH. 
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Since Colonial times industry has been on the move, 
migrating from the Northeast—West, Southwest—with iron 
and steel providing the means and in many cases, the motive. 

West of the Mississippi and East of the Rockies, Sheffield 
Steel and its forebearer have successfully navigated the 
uncharted course of steel production since 1888. First, and 
still the only fully integrated steel mill operation in Mid- 


America, Sheffield continues to devote an ever-expanding 














BLOOMING THE INGOTS 


Steel, like dough for bread, must be 
kneaded, rolled and worked from in- 
gots weighing several tons down to 
many shapes and sizes. First in the 
series of such processes is the giant 
blooming mill of which Sheffield has 
installed the most modern type. 










production to a wide diversity of the particular kinds of 
steel products most needed in the industrial growth of 
the region. 
Within the last ten years, the industrial growth of the 
region has shattered all records. So, too, has Sheffield Steel 
in expanding some of its facilities as much as 3/2 times, and 
marking up tn overall capacity increase, at its three plants, 
of over 100% as compared to 25% for the steel industry 
as a whole. 


SHEFFIELD 


STEEL 
CORPORATION 


HOUSTON KANSAS CITY 
te TULSA a 
! . 
PIARY OF armco stEEt CORPO 





IRON AND $ AND STEEL 


SCRA AP 


MEANS ..... : 





HARDWARE AGE, JANUARY 24, 1952 





MORE STEEL FOR AMERICA 


More Money In Your Pocket! 





Sheffield Steel is on Freedom's 
First Line of Defense—The Farm 
From food comes the vital en- 
ergy to produce and man the 
weapons of defense. Sheffield 
steel fence, nails, staples, bolts, 
bale ties, etc., are important 
farm tools in food production. 



















THE DEFENSE LINES 








Hailed already by enthusiastic home owners everywhere as 
the home’s best friend. 


THE Family Handyman 


is ready to sell HARDWARE, TOOLS, MATERIALS for you 


unsold copies fully 
returnable... you make 
12¢ on every copy 
every copy makes sales 
for you! 


sold over-the-counter 
by local independent 


hardware stores 





As an example of how this salesman 


works for you here is just one idea 
from the pages of The Family Handyman Deal A : Deal B 
25 MAGAZINES : 15 MAGAZINES 


a Your Cost ; : Your Cost E 
Sell for P : Sell for 3 
YOUR PROFIT PER ISSUE . 3.00 ° YOUR PROFIT PER ISSUE ._ 1.80 


Making a RADIATOR COVER No risk... unsold ee completely returnable 


fo Ro ° , 
anutify Your Home FOB Wholesaler’s Warehouse 





MATERIALS 
by ALP Teves 1-inch pine boords 
metal grill 3 x 4 f ' 
oe KN a display rack free 
give aan , - WITH INITIAL ORDER 
es — a 1 ea 
a : plus posters 
benzine streamers 
wood filler 
Paint (for ‘abinet) " d jpport 
point (for oiler) sai 
“. knobs for cabinet doors 


sold only thru 
authorized wholesalers. 

for information 

contact your wholesaler 

or write directly to 

UNIVERSAL PUBLISHING & DISTRIBUTING CORPORATION 


TRADE SALES DIVISION, Dept. HA, 
211 EAST 37th STREET, NEW YORK 16, NEW YORK 


Feature THE FAMILY HANDYMAN as close 

to your cash register as possible. Tests prove 

that you can sell 25 to 50 copies or more a week 
by just a counter display such as this. 
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INSTANTLY APPEALING TO THE MOST DISCRIMINATING 











series “410” NATIONAL LOCK 422 


Patent Applied 


@ DESIGNED TO REDUCE 








To the ultimate consumer, NATIONAL LOCKset is immediately desirable 












WEAR 
because of its delightful dignity of design. Only after its many @ DESIGNED TO RESIST 
other superiorities are explained does the home owner fully WEAR 
@ MADE OF SELECTED 
appreciate why hardware men, builders, architects and other experts MATERIALS 
are recommending NATIONAL LOCKset on job after job. If you @ FASTER AND EASIER 
eeerrere TO INSTALL 
have not yet heard the “inside story” of this fine product, @ WITH MANY EXCLUSIVE 
write us or ask your supplier for complete details. FEATURES 
@ SELECTION OF LASTING 
WRITE US FOR CATALOG...ORDER FROM YOUR SUPPLIER FINISHES 








DISTINCTIVE HARDWARE... ALL From | Thin a@ 3 
RATION ag 


NATIONAL LOCK COMPANY 


j \ 
a iN 


ul... 





ROCKFORD, ILLINOIS MERCHANT SALES DIVISION Sia 





HARDWARE AGE, JANUARY 24, 1952 






















Concentrate on 


KMCLENCO 
because- 


and hose accessories. 


prinklers 
at suit your trade best. 


WIDER SELECTION ofs 
dprices th 


Choose the types 4 


lower cost due t 
reasona 


PRICED TO SELL . o mass produc- 
tion in Allenco plants - - ble pricing, not 
taking advantage of shortages- 

year after year, 


. fast sellers 
encourage 


PROVED RELIABLE - 
your customers, 


proved to please 


repeat business. 
of ad mats, stuffers, 


complete line 
displays and 


NEW SALES HELPS . 
s to bring "em in, 


window streamer 


tags that sell ’em fast! 


BIGGEST ADVERTISING ° 
ing full-color pages» ina 
garden magazines. 


. largest campaign, 
ll 8 leading home-and- 


om your jobber NOW or ask for 


Order fr 
ber near you. 


Allenco job 











includ- / 
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W. D. ALLEN 


MANUFACTURING CO. 


CHICAGO 6 
° 


NEW YORK 7 
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REO TAKES THE MYSTERY OUT 


OF POWER MOWER SERVICE 


NO EXPERIENCE NECESSARY ... the 
REO Service Center Program shows you how 
to set up shop, including floor plan and basic 
equipment counsel, will supply you with the 
parts you need for your area, even train you 
at REO’s FREE SERVICE SCHOOLS, pro- 
vide working manuals, merchandising displays, 
store signs, newspaper mats, mailing folders 
and, if you qualify as an Authorized service 
center, list your place of business with every 
REO owner in your community, among other 
extra advantages. 

The REO SERVICE CENTER PRO- 
GRAM offers YOU the greatest new-profit 
opportunity of the mid-century. 


Start right — With Reo 


All you need is a desire to build your business. 
You decide how much new-profit business you 
want... REO will help you get it! Remem- 
ber, REO is the world’s largest manufacturer 
of Power Lawn Mowers. Get in on the ground 
floor of today’s greatest money making 
opportunity, mail the coupon for complete 
information, at once. 


*Names in our file 





REO MOTORS, INC. 






LAWN MOWER DIVISION 


LANSING 20, MICHIGAN 
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CHECK THESE FACTS: 





1 One million power mowers were bought in '51. 


2 Power Mower sales volume has increased 600% in 5 
years—millions of new owners since World War Il—AND 
MORE TO COME. 


3 ALL Power Mowers need regular service—sharpening, 
motor tune-up, parts replacement and adjustment. 


4 Only a handful of service stations are available to take 
care of this amazing NEW industry and they're turning cus- 
tomers away by the thousands—they are busy beyond belief. 


5 Yet—Any hardware or implement dealer, accessory store 
or ambitious individual could set up a service department— 
almost overnight, with investment as low as $500.00, and 
can easily add from $10,000 to $20,000* a year to income 
—plus hundreds of contacts with new customers and regular 
shoppers. 







REO MOTORS, INC. 
LAWN MOWER DIVISION 
DEPT. HA 1, LANSING 20, MICHIGAN 


Gentlemen: | want to know more about Reo's Lown Mower Service Center Program. 
Send information, pronto! 
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‘Riegel 


We know what you want! 





We could be wrong, but we're not just bragging when we say we know just what you want. 
Our wide line of Riegel work gloves is the result of plenty of experience in meeting 

the exact needs of Agriculture, Commerce and Industry. We know what folks want in a glove 
and we see that each style is designed to do a specific job... and do it well. 





Whenever you have a work glove problem, bring it to Riegel and let us suggest the 


gloves best suited for your needs . . . gloves that not only will do a selling job for you, but will te} 
give your customers full value for their money. Riegel work gloves are competitively priced, and 

in 
a big buy when compared on the basis of full size, full weight, real working comfort and long wear. buy | 









‘Riegel 
...more for your money in Ja 


Sg work gloves 


RIEGEL TEXTILE CORPORATION + 342 Madison Avenue © New York 17, WN. Y. 


Write for complete 
illustrated catalog 
showing all styles! 
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Fé When people are passing your windows or inspecting the counters 

cfs in your store, having products from the famous J&L line on display 

is good business. People know and recognize this trade mark .. . they 

The J&L trade mark buy it in preference to less well-known brands .. . it ties-in your 
ee galvanized ware with other reputable brands of merchandise. 

invitation to 
buy of your store! J&L Ware is sturdily built. It’s priced to cover the big volume market 
and yield a healthy profit. See your local hardware jobber. He will pro- 


vide you with complete information concerning prices and deliveries. 


Jal STEEL BARREL COMPANY 
NEW YORK 17, NEW YORK 


Subsidiary of: JONES & LAUGHLIN STEEL CORPORATION 
galvanized ware plants; TOLEDO, OHIO and ATLANTA, GEORGIA 
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B. F. Goodrich announces 


Biggest 








Advertising Campaign 





ever put behind 
GARDEN 
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—already the best-known, easiest-to-sell garden hose 
in America, will be even more profitable for you in 
1952! Millions more of those colorful ads that people 
read, like, act on—full color ads in Life, Saturday 
Evening Post, Better Homes and Gardens! Merchan- 
dising kit to tie those big ads right in to your store— 
window streamers, counter cards, newspaper mats, 
} mailing cards. Koroseal advertising 7s se//ing men and 
women who come in to dealers’ stores and buy by name. 

And the Koroseal hose itself is the best display ad 
there is—bright red or green, coiled and taped to a dis- 
play card, each length makes a selling display in itself. 


BIGGER PROFITS! 


Average dealer profit on 50 ft. of Koroseal is $3.05. 
Koroseal made in 25, 50,75 ft.—the popular 75 ft. takes 
care of most city lots, weighs less than 50 ft. of 
ordinary hose, costs user about $1.70 less than one 
50 and one 25 ft. length. 


SEE THESE 
SALES-MAKING FEATURES 


Koroseal weighs % less than old-style 
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B.E Goodrich 


Akron, Ohio 






















Trade Mark—Reg. U.S. Pat. Off 


hose—a 25 ft. length weighs less than a telephone. 
Women like this important quality. 


Koroseal never gets sticky in hot weather, never 
needs to be drained. Can be left out in the sun all 
summer for years. Its brilliant colors may fade a little 
in time, but neither sun nor air will weaken it. Full 
flow. Re-attachable couplings if hose should ever be 
damaged by accident. Attractive red or green. Both 
are fire polished. 


COMPLETE HOSE LINE 


In addition to Koroseal, B. F. Goodrich offers you 
Garden Club, Maxecon and Signal for customers who 
wish rubber hose or prefer (Signal) a lower priced 
product. MAXECON is the finest rubber garden hose 
made—stands 12 times normal city water pressure. 
GARDEN CLUB is a famous BFG brand—soft attractive 
green, best lightweight rubber hose made, guaranteed 
10 years. SIGNAL—an attractive black, low-cost hose 
to complete the line. 





Let your B. F. Goodrich distributor show you 
this complete garden hose profit picture. Why 
don’t you, too, take advantage of the sales 
power of this great name— 












greatest innovation 
in stair tread history! 





ie 


AKRO’S RUBBER 
RISER CARPETREDS’ 


A SENSATIONAL NEW ITEM!! 
Here’s carpeting’s luxury loomed in resilient rubber — 
it’s AKRO’S Rubber Riser Carpetreds . . . a stair 


tread that covers the riser as well as the step in one 





contour-molded easy-to-clean piece. It’s just what 
millions of women want and need for covering bare 
stairways. They'll want AKRO’S Rubber Riser 
Carpetreds because they cover bare stairs with beauty, 
safety, and noise-free texture, all without putting a 

big dent in the family budget! And they’re so easy to 
install — with upholstery tacks or linoleum paste! 
That means Riser Carpetreds are going to sell, 


sell, sell! Better make sure you have ’em on hand! 


five rich 
colors: 
Axminster Wine 
Wilton Green 
Sculptured Gray 
Velvet Blue 


Broadloom Beige 


two convenient 
widths: 
18” and 24” 


* patent applied for 


Actual size photo 
of carpet-like texture 


rubber housewares 


are manufactured by 


THE BUXBAUM 
COMPANY Canton 1, Ohio 
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AETNA INSURANCE GROUP 








AETNA GRSURANCE COMPANY THE WORLD FIRE AND MARINE INSURANCE CO. 
Y INDEMNITY COMPANY + STANDARD INSURANCE CO OF NY 
HARTFORD, CONNECTICUT 
THINK FIRST OF THE AETNA 
DONT GU BOUT INSURANCE ~ CONSULT YOUR AGENT OR BROKER — 





Just what the 
Insurance Company Ordered! 


Non-Burning Ironing Board Covers 
made with Famous Home-Safe 


ASBESTON 


Famous Brand Name Ironing Board covers feature 
Asbeston because women want home-safety. With 
Asbeston, they get it. 

This fire-resistant fabric is woven with tough, long- 
wearing, super-twist Asbeston yarn. Then the fabric is 
especially treated for a smooth, durable ironing surface. 

Asbeston, therefore, is extra quick-drying— free from 
wrinkles, for faster, nicer work. 4 million homes today 


enjoy Asbeston. 





This cover is made of U.S. Royal 
Asbeston, the Home-Safe 
asbestos fabric. 


Made by the Textile Division @ 


UNITED STATES RUBBER COMPANY 


1230 Avenue of the Americas, Rockefeller Center, New York 20, N. Y. 
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CREATES NEW MARKETS, NEW PROFITS 
By telling folks about the new lamps developed by General 
Electric, G-E advertising helps you boost sales, increase 
profits. For example: the announcement of the new General 
Electric lamp bulb that beautifies bare ceiling fixtures (the 
50-GA, shown above) — up a market of 100,000,000 
potential sales for G-E dealers across the country. 


..and here’s 


& 2 








FULL PAGE ADS IN LEADING MAGAZINES 
General Electric’s colorful advertisements appear in such 
magazines as LIFE, LADIES’ HOME JOURNAL, BETTER HOMES 
& GARDENS, and THE SATURDAY EVENING POST on a fre- 
quent schedule throughout the year. Millions of lamp buy- 
ers... plenty of them in your neighborhood... read these 
sales messages, come into your store ready to buy G-E lamps. 





Here’s what G-E lamp bulb advertising 
does for you 












SELLS MORE LAMPS, BIGGER LAMPS 


General Electric’s big, national “Light Conditioning” 
campaign tells your customers how to get the right kind of 
home lighting. This series of advertisements gives them 
actual light conditioning recipes to follow (like the one 
above), shows them how more lamps and higher wattage 
lamps add seeing comfort and beauty to their homes. 


ow it does it! 





* af | ; : re 


FRED WARING TV SHOW, SPOT RADIO 
Fifty-two weeks of the year, television commercials on the 
Fred Waring Show and the G-E Guest House program tell 
your customers about G-E lamps. There are hundreds of 
spot radio commercials too. All this advertising on radio 
and in magazines is one reason why General Electric 
lamp bulbs are the fastest selling lamps on the market. 


GENERAL @@ ELECTRIC 
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FARM AND GARDEN BRAND 


INSECTICIDES and 


=) 
ey 


a. 


FUNGICIDES 


PROFESSIONAL DUSTS AND SPRAYS 
for the AMATEUR GARDENER 


THAT SELLS ITSELF 


with self-merchandising labels 


You don’t need to be an expert on bugs and 
blights to sell Niagara Farm and Garden Brand 
insecticides and fungicides. Every package shows 
the ingredients in the contents and carries com- 





plete instructions for use. 

Your customers can and will select their needs 
from the display in front of the attractive Niagara 
counter card. You’ll make easy money stocking 
and selling the complete Niagara line. It’s fairly 
priced at the retail level and carries a generous 
dealer profit. 








This eye catching counter or window display is a real 
dollar catcher during the growing season. Other mer- 
chandising aids include helpful Dust and Spray Guides 
and newspaper mats. Write today for complete information. 


a 
Niagara cuemicar oivision 


FOOD MACHINERY AND CHEMICAL CORPORATION 4% 
Middleport, N. Y. Rar 
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Do you supply 


=> The Hardware Field 
s+ The Industrial Field? 


@tc.y.g. Pat 


is TOPS in BOTH! 






a nn Cette, 
“em 


tems, 


K5-24B 

Wood frame, square 
front tray, pneu- 
matic tire, general 


purpose barrow. 


The JACKMANCO line offers you the best 
single source of supply for both your Hard- 
ware and Industrial accounts because: 

1. The line is extensive. It includes every 

type of barrow you will need. 

2. The line is a leader. It has enjoyed a 
fine reputation for 74 years and the 
name cuts down sales resistance. 

3. Every item is quality made. This elimi- 
nates customer complaints and helps you 
get repeat orders. 

4. Every item is competitively priced—and 
your customer gets more value for his 
dollars. 


You can help yourself to greater business 
success when you capitalize on JACK- 


MANCO products. 






Jax 275 


All steel, square 
front tray. For home 
and garden. 


THE OLDEST AND LARGEST MAKER 
OF WHEELBARROWS IN AMERICA 





JACKSON MANUFACTURING CO. 


HARRISBURG e PENNSYLVANIA 
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ow 2 Popular-Priced Sellers for’52! 


VOLLRATH 


Potary Power Mowers 


PRICED LOW FOR COMPETITIVE SELLING! 










Check these Features: 






®@ Lightweight 






® Quick adjustment for cutting heights 






@ Cuts lawns, brush and weeds uniformly 






@ Eliminates hand trimming around flower beds, 
trees, fences and sidewalks 






@ No raking— mulches grass—pulverizes leaves 
to fertilize lawns 






Readily available from your jobber, or write 
to factory for name of nearest distributor. 








































ee ” ee ” 
SALES VOLLRATH “21 VOLLRATH “16 
LITERATURE Full 21-inch cut Full 16-inch cut 
\ All steel construction ‘ All steel construction 
AVAILABLE L\ Tubular steel handle with ‘ Tubular steel handle with 
- P \ rubber grips % rubber grips 
This colorful picture- \ 2.25 HP 2-cycle, 2 cyl. Gas Engine \ 1.2 HP 2-cycle Gas Engine 
folder really sells your ¥ Lightweight. Direct drive Lightweight. Direct drive 
customer on his need for a VOLLRATH “ Ball-bearing, rubber tired wheels i Ball-bearing, rubber tired wheels 
Rotary Power Mower. Shows both models Y Weight: 54 Ibs. Ship. Wt.: 65 Ibs. Weight: 38 Ibs. Ship. Wt.: 44 Ibs. 
- G ly f, . bb v Protective, colorful finish ; Protective, colorful finish 
in use. Get a supply from your Jo er... YY Adjusts to 1”, 2”, 3’ cutting Li Adjusts to 14” and 2%” cutting 
put them on your counter—use them as en- } heights “heights 


velope stuffers! 








Wheels and 
Tubular Handles 
Bright Yellow 
Finish 





Vollrath has a national reputation 
for quality products since 1874, as 
evidenced in: 











VOLLRATH WARE Priced to sell as low as $129.50 Priced to sell as low as $87.95 
Stainless Steel and Porcelain Enameled including Federal Excise Tax. including Federal Excise Tax. 
Housewares and Institutional Ware Slightly higher at distant points. Slightly higher at distant points. 


VOLLRATH DARI-WARE 
Stainless Steel Utensils for the 
Dairy Industry 


The 


SINCE 18674 


“VOLLRATH | 
VOLLRATH SAWS Rigs w ) 


that attach to electric drills for 
Home and Industrial Use. 
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You get added safety and added’ tom. The Wall blow-proof pump 
performance in Wall Blow Torches means added safety. Available in 
with the revolutionary new Pisto-Grip brass or steel. No extra cost for this 
handle. Drawn steel tank has brazed new handle. It will sell on sight! Write 













COMPOUND KETTLES @ FIREPOTS © OILERS @ SAFETY SHIELDS © SOLDERING IRONS 
e SOLDERS e Oli CARRIERS e PAINT POTS @ ACCESSORIES 
Sia 


WAL MANUFACTURING CO. 
Qa” 





Grove City, Pa. 











_Wright Galvanized Wire Strand *HOUSE PAINTS 
(Clothesline) $2.45 & $1-45 gal. 


CONNECTED LENGTHS marked every 50 *ENAMELS 
feet, four and six strand, No. 20 gauge. $2.30 gal 
Cushion center cable, best clothesline con- gal. 
struction known . . . 50’ lengths. Also on Ba Full Li 
brightly lithographed steel spools, 500’ and sasiltt tees seni aan ill. 
1000’. Solid Seine and 100’ lengths. ered prices for zone | (within 200 


miles of Cleveland, O.) 
WRIGHT quality wire brightly galvanized Ribdie Ritiienns A tow ehles 


territories still available. 


STEEL & DIVISION OF 
c.FWRIGH' WIRE CO. TOBIAS PAINT Mfg. Co. 





Write for Color Cards and 




















inserts and electrically seamed bot- today for complete catalog. 
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LOU A. DELANEY 
NEW FITLER ROPE REPRESENTATIVE 


We take pleasure in announcing 
The appointment of Lou A. Delaney Co. 


as sales representative for 


FITLER BRAND PURE MANILA ROPE 


with sales facilities at 


9 South Clinton St., Chicago.6, Ill. 


THE EDWIN H. FITLER CO. 


PHILADELPHIA 24, PA. 





























pe ACS TOOLS and 
~ HARDWARE SPECIALTIES | 


ORDER YOUR GARDEN TOOLS 
NOW FOR EARLY DELIVERY 





TROWEL. Ga. steel. 


6”. 


steel Blade 
and shank 
made of 


one 


IDEAL WEED. 


E 


oughly hard- 
ened. All edges 
beveled to cut- 
ting edge. No. 
200, 


BR 


WILLIAM JOHNSON 


are one piece of 16 
No. 217. 











Forged 


piece. 


R. Blade thor- 


FOR 


BooKteT | 


GUARANTEED @ SINCE 1830 











INC. 


ENNER AND KENT STREETS — NEWARK 3, N. J 


HARDWARE AGE, JANUARY 24, 1952 








DEMPSIE 


WATER SUPPLY — Supply EQUIPMENT | 











You make more 
money selling 
DEMPSTER because 
it’s America’s 
quality water system! 


No wonder the farmer won’t have anything else! Dempster 
offers him a tried-and-tested water-supply system—backed 
ly the 73-year-old Dempster reputation for unquestioned 
quality. It’s just plain sense that you can sell more Dempster 
Water Systems. In a day of increasing shortages, with 
replacement materials harder to get, your customer is more 
quality-conscious than ever before. You sell quality when 
you sell the Dempster Water System—it’s America’s finest! 


These Dempster Pumps are star 
members of America’s finest line. . . 


aie | 





‘ . 
SHALLOW-WELL JET- 

MASTER — Only one moving 

part. No special pressure tank 

needed. Easily installed and 
exceptionally efficient. 


DEEP-WELL JETMASTER 
— Ideal for offset installation or 
to be set directly over the well. 
Unusually simple in operation— 
only one moving part. 


iat 
I 





é 





&: i : 
DEEP-WELL WATER SYS- CENTRIFUGAL PUMPS — 
TEM — Positive lubrication. impellers are semi-enclosed 
Modern design. Availab!e for for greater efficiency. Balanced 
electric motor or gasoline engine drive shafts ride on double Tim- 
operation. Can be supplied with ken Bearings. There are no bet- 
windmill attachment. ter irrigation pumps made than 
Dempster Centrifugal Pumps. 


America’s Quality Line of Farm 
Water Systems 





Irrigation Equipment 


DEMPSTER 
MILL MFG. CO. 


Beatrice, Nebraska 






$1 










Pumps ¢ Tanks © Windmills © 


EALERS everywhere are discovering they do a 

better profit job when they sell Pittsburgh’s Red 

Stripe brushes. They’re made of hogs’ bristle, expertly 
combined and blended with scientific Neoceta bristle. 
Both wear at the same rate, insuring better performance 
for the painter ...more satisfied customers for you! And 

* remember—you can sell your non-professional custom- 
ers Red Stripe a//-Neoceta brushes without priorities. 


FOR THE ADDRESS of the Pittsburgh branch nearest inasd aCe FREE —the story of Neoceta—its 
you, write: PittssuRGH PLaTE Gass Company, 4 development, its amazing characteris- 
Brush Division, Dept. D-2, 3221 Frederick Ave., tics. Write to the address shown else- 
Baltimore 29, Md. a #*?'! where on this page for your free copy 


PITTSBURGH Sa ii of this interesting booklet. 


Rad Sta 


BRUSHES + PAINTS + GLASS + CHEMICALS + PLASTICS 
PITTSBURGH PLATE GLASS COMPANY 
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The None Better Tool Stage com- 
plete with 3 Sets...No. 600 — 
%” Drive; No. 0611 —%” Drive; 
No. 6023 — 4” Drive. { 


These NONE BETTER sales aids call for 
top billing with you. Put them to work and 
you'll appreciate the dramatic sales tempo 
they develop. Each of the Tool Boards is a 
star performer and now, for your counter, 
there’s the new NONE BETTER 3-in-1 
Tool Set Display that forms a big feature 
presentation. 


show them off right 


Stage your Tools... 
out in front and they'll tap out real music 
on your cash register. 


INDIVIDUAL 
TOOL BOARDS 











This modern showmanship costs you noth- 
ing... you only lose if you don’t use it. The 
Boards are FREE . . . you only pay for the 
Tools. The 3-in-1 Set Display is FREE also! 
. you only pay for the Sets. 
Now’s the time to start a long and success- 
ful engagement in YOUR store. with 
NONE BETTER TOOLS. Ask for the 
details. 


THE NEW BRITAIN MACHINE CO. 


New Britain, Conn. 


HARDWARE AGE, JANUARY 24, 1952 





This Blotorch works with 

good grade denatured alcohol 

but for best results we recommend 
LENK BLOTORCH FUEL 


Windproof! 
Operates at any angle 
Generates over 2700° 


Hottest, handiest, best-selling Blotorch in its price range ! 


500° More heat 
For silver soldering, light brazing and sweated fittings 








For home and shop use 

Cool, convenient GunGrip handle 
Handsome chrome finish 

Burning time: approximately one hour 


Mfg. Company 


30 Cummington St. 


Sensibly priced for volume sales BOSTON 15, MASS. 


Colorful individual display cartons for self-selling 
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SPEEDLINE matched and balanced lawn and garden tools 








promote multiple sales and later repeat sales of matching tools 






WA 











LIGHTER YET STRONGER 
Spring Tempered One - Piece 
Forgings —White Ash Handles 
Maot By THE union FORK & HOE COMPANY COLUMBUS, OHIO 


Ml 


First complete set of ‘‘home gardener’s’’ 
Outsell old type heavier tools 2 to I! 








te 
— 
Pa: 


fools. 


New families, new home building and new interest in home 
beautification have created a whole new market for tools. These 
new buyers want light, fast tools to care for their lawns and gardens. 
SPEEDLINE meets this demand completely with a choice of 20 matched 
and balanced tools, under one nationally advertised brand name. 


More and more of these tools are being bought and used by 
women as well as men. SPEEDLINE appeals to men and women 
equally—heat-treated one-piece forgings and ash handles, light in weight, 
easy-to-use and eye-appealing—the only blue-handled tools in the world. 


Dealers who used to carry mixed stocks have found that SPEEDLINE 
items outsell all others, at full mark-up—and sell even faster when they 
are mass-displayed. Customers who come in to buy one tool often buy 
several, because they make a set. And many more customers come back 
for matching tools, whenever they buy again. 





¢ 10” long, angular back, 
polished tines. 30” bent ash handle, 8” Tapertite 
ferrule, Steel D top. 35 Ibs. per doz. 





Vo. SLI7 Garden Shovel: A very popular, sturdy 
small shovel. 73%,” x 10” blade with integral 
socket. Lower half of blade polished. Footrest. 42” 
bent ash handle. 42 Ibs. per doz. 


4 











No. SL21 Floral §$ Very strong forged and 
heat-treated 5%” ” x 8” blade and shank with 42” 
bent ash handle, 8” Tapertite ferrule. A big seller 
for digging beds, transplanting. 32 Ibs. per doz. 





arden Rakes: No, SLY Round Bow pattern is the 
best saline light, strong garden rake. 1334” wide 
with 14 curved teeth 23%,” deep and 4” thick 
at head, forged with strong bows from one solid 
bar of steel. Won't loosen or break. 5’ ash handle 
with 34,” ferrule. 37 Ibs. per doz. 
No. SL10 Level Head pattern has the same specifi- 
cations for head and handle. 32 Ibs. per doz. 


>. 

















No. SLI Grass Modern short-shank 
type with 30” long ash handle, weighs less, 
has better balance, hangs in correct cutting 
position, won't turn in hands. Heat treated 
8," x 2%,” blade with knife-sharp beveled, 
serrated edges cuts far easier than plain 
blades, is reversible and replaceable. Overall 
length 36%”. 17 Ibs. per doz. 


Trimmer 


‘dt 





ia | 


N SLIS Turf Edger 
factory edging tool. Strong 9” x 43%,” blade, 
sharpened end to end. Footrest. 4’ ash handle, 


The permanently satis- 


4,” ferrule. 32 Ibs. per doz. 


ian 


No. $122 Soil-Knife Hoe: A growing favorite. 
3%” x 3%” blade, sharp on both sides and 
square point. Goose-neck shank. Spring pat- 
tern 4’ ash handle, 3” ferrule. 17 Ibs. doz. 


— 


No. SL6 Warren Hoe: 44%," x 6%” taper rolled 
blade with sharpened point, sides and ears. 
41,’ spring pattern ash handle, 33,” ferrule. 
25 Ibs. per doz. 








the only lawn 














| 


broom adjustable to suit the work 


14, Just loosen wing nut and push handle in or out to adjust as desired — from 


extra limber 20” wide spread for dry leaves and clippings down to stiff 11 1/2” 


wide 


comb for cleaning in corners and between rows, or gathering heavy trash. Has 22 


flat, clock-spring tempered steel teeth 14” long; 4’ ash handle. 28 Ibs. 


Biggest selling SPEEDLINE tool. 


1 Weeder 


per doz. 


Best selling weeder because it is easy to 


dives the outa premeel 1” wide notched blade and 6” shank deep enough to kill 
long roots. Forged from bar steel. 30” ash handle, 3” ferrule. 9 Ibs. per doz. 





Garden Hoes: No. $L24,socket pattern. No. SL8 
shank pattern. 6” x 4%” taper rolled blades, 
4,’ _— pattern ash handles. 26 Ibs. per doz. 


No. SL2 Floral Hoe: There is big demand for this 
light, pecs 5” hoe, so suited for today's small 
gardens and flower beds. A profitable new item 
in SPEEDLINE. Shank pattern, 5” x 374” blade, 4’ 


spring pattern ash handle. 18 Ibs. per doz. 





No. S$L22 Earless Hoe: Can work close to plants, 
weighs less, is sharp on 3 sides. 7” x 31/2” taper 
rolled blade. 41/3’ spring pattern ash handle, 
3%,” ferrule. 24 Ibs. per doz. 


Speedy Cultivators: No, SL5 has 4 tines of 5” 
spread, 41/;’ handle; weighs 20 Ibs. per doz. 
No. SL3 has 3 tines of 31%” spread, 4’ handle; 
15 Ibs. per doz. Spring pattern ash handles, 
3%,” ferrules. 


No. SL7 Heavy but perfectly 
balanced with 3%,” x 93%” forged stee! biade, 
413’ ash handle, spring pattern. 3%” ferrule. 
28 Ibs. per doz. 


Two-Prong Hose 


Order these matched tools from your UNION jobber's stock. Write us for complete Catalog 17 


THE UNION FORK & HOE CO., 500 Dublin Avenue, Columbus 15, Ohic 


Also makers of UNION Farm and Garden Tools, RAZOR-BACK Shovels 
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Standard Red Shield Wood Boring Drill Set No. 
H14. 5 drills in all, 1 each 1/4", 5/16", 3/8", 
7/16" and 1/2", all with 1/4" shank for portable 
electric drills— all tempered to avoid damage if 
metal is encountered in drilling. Packed in 
colorful tray with clear, plastic cover. 


A VERY SPECIAL 


Speii 


A special for National Hardware Week—that with a quick 
switch of wrappers becomes a special every week in the 
year. We furnish the wrappers, illustrated below. With each 
half dozen No. H14 drill sets we pack an assortment of 
these wrappers all ready to slip over the colorful, plastic 
covered tray of drills. 


Standard’s No. H14 Wood Boring Drill Set is a proven 
seller to the home workshop man, electrician, repairman. 


Order from your jobber’s salesman for National Hardware 
Week. After that’s over, feature the set with appropriate 
sleeve for Father’s Day, Birthday, and looking a long way 
ahead, Christmas giving. You'll need to reorder several 
times to keep up with the giving. Newspaper mat also 
furnished free on request. 


\TANDARD [OOL (0. devetsi'%¢ onc 
New York * Detroit » Chicago * San Francisco 


THE STANDARD LINE: Drills » Reamers + Taps « Dies « Milling Cutters « End Mills « Hobs +» Counterbores + Special Tools 
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‘CopPER TONE FINISH 
“SILVER FINISH 
POWDER BLUE... 







No. 380 A 


ASSORTED 





THE WATERBURY LOCK & SPECIALTY CO. 


MILFORD, CONNECTICUT 





AUTOMATIC PUSH BUTTON TAPES. 





NO. 101 PADLOCK NO. 45 PADLOCK 
50 AND 100 FT. STEEL TAPES. Die cast, rustproof, Nickel plated steel 
50 FT. CLOTH TAPES. baked enamel finish. shell with enamelled 
PADLOCKS FOR MAIL BOXES, GOLF BAGS, LUGGAGE, AND EVERY PURPOSE. a sizes to choose center. Various sizes. 













“THERE’S AN R. MURPHY 
STAY-SHARP KNIFE TO 
PLEASE EVERY 

CUSTOMER’’ 





watches of the future 


with quality that endures o 
thousand tomorrows 

















@ Whether for everyday kitchen or 
B tooling needs... for specialized 
g Pp 
Bs itrade or precision work—there's 
@ anR. Murphy knife specially de- 
; signed, honed and handled to do qunen Ghbummee enenes 
H its particular cutting job to per- THE BRAIN OF YOUR WATCH 
w fection. That swhy you can besure Hallmark balance staff is guaran- 
: to satisfy any and every Ccus- teed against breakage forever. 
papeR gp tomer when you carry the com- 
HANGER'S plete R. Murphy “Stay-Sharp” % SHOCK-PROTECTED NATIONALLY 
line—blades made of the finest Retail * DUST PROTECTED ADVERTISED 
a i aig ta $115.00 *& ANTI-MAGNETIC Sold only through 
g tempered steel, precision joined * 17 RUBY JEWELS wholesalers. Ask you 
@ to proper-grip handles. %* METAL BRACELETS aonony hae ser all 
; Order your complete stock now. 2 — =" 
MANUAL Write for Free catalog showing PRESENTATION BOXES Always Specify 
TRAINING # full line. Dallmark 


when you want the \ 





ALL WITH 17 JEWEL MOVEMENTS le | 
WATCHES + DIAMOND RINGS | 





pea PEARLS | 
QUALITY J 
FOR OVER 

100 YEARS Ala manke waren CORPORATION 


Harry Aronson, President 





ROBERT MURPHY SONS COMPANY 
AYER, MASSACHUSETTS 
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22 WEST MADISON ST. * CHICAGO 2, It 
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YOU HAVE MORE 


FEATURES 
TO TALK ABOUT 


See your jobber Today / 
MANUFACTURED BY 


‘| HEMP & COMPANY 


adh ; 3131 E. MURRAY STREET 
| MACOMB, ILLINOIS 


sman, or 
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..»-WARREN-TEED WRECKING BARS 


Warren Tool makes No. 45 Wrecking Bars fast! 






They are completely machine-forged . 
one every three seconds. Low cost, volume production 
means more Wrecking Bars for you to sell. 
Made by the world’s largest producer of Wrecking Bars, 
No. 45 is well-known by carpenters and other workmen 
who use well-balanced, capable tools. 
Machine-forged of carbon steel, No. 45 Wrecking Bar has a 
rugged, powerful pull and is as handy to use as a claw hammer. 
A sharp chisel edge, set at the best angle, 
makes prying easier. The special pulling end 
is inset so nail heads can’t slip through. 
No. 45 Wrecking Bar is made in sizes from 42” x 12” 
, to %” x 36”. For a fast moving item, 
that can be delivered, order today from your jobber. 


Carpenter’s Wrecking Bar — No. 45 


GENERAL OFFICES : WARREN, OHIO 
GENERAL SALES OFFICES - 105 W. ADAMS ST. - CHICAGO 3, ILL. 
EXPORT DIVISION . 30 CHURLH ST. > NEW YORK 7, N.Y. 
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Reel-type power mowers for the home owner market. 


BACKS YOU 100 PERCENT 


- full power mower line for total market coverage 
vy hetter service for complete customer satisfaction 


When you sell Jacobsen Power Mowers and the products 
of its affiliated companies, you are able to supply the 
right size and type for every grass-cutting need. But your 
advantage goes far beyond complete market coverage. 

Backed by this organization, you have at your dis- 
posal the combined and unsurpassed service facilities of 
Jacobsen, Worthington and Johnston — three of the 
nation’s leading power mower manufacturers. Complete 
parts catalogs, handy service kits and prompt shipment 
of replacement parts from the respective factories all 
contribute toward making your service job easier. Nation- 
wide network of authorized service stations assures each 
dealer proper and immediate attention. 

More than that, a well-organized system of service 
schools gives every dealer’s staff the opportunity of 
learning many time- and cost-saving methods from fac- 
tory-trained instructors. 

Your customers benefit from this top service. You 
benefit from the good will this creates. When you sell 
these nationally known products, you have the most 
complete power mower program for yourself and your 
customers. 


f sounsTon ge a WORTHINGTON | 


SERVICE SCHOOL 





JACOBSEN MANUFACTURING COMPANY 


RACINE, WISCONSIN 


Complete line of reel-type and rotary disc mowers for home lawns, estates, institutions, 


JOHNSTON LAWN MOWER CORPORATION 


WORTHINGTON MOWER COMPANY 
Ottumwa, lowa e Stroudsburg, Pa. 


Specialized tractor and mowing equipment for large-area cutting. 










, JACOBSEN BANTAM 
21-inch cutting width 
Six other reel-type 
mowers, cutting 
widths from 18 

to 30 inches, 
























































JACOBSEN 18 
ROTARY DISC MOWER 

18-inch cutting width 
Six other Rotary 
Disc Mowers, 
cutting widths 
from 20 to 62 
inches. 





Service school for all Jacob- 
sen, Worthington and John- 
ston dealers and servicemen 
is held at strategically locat- 
ed points. (95 schools will be 
held throughout the country.) 
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Stock these proven 


SALES LEADERS 


= for bigger tape 
profits now and 
for the future! 


WB 


Hews the, Proof 


SALES HAVE BEEN Goinc UP—UP—UP 
EVERY YEAR FOR OVER 30 YEARS! 


~~ 
| 

| 

| 

| 

| 

| 

| Every year—for more than 30 years—sales of 
| ACCURATE TAPES by dealers and distributors 
| have increased. That’s why you can count on 
| big profits now and even greater profits next 
year. It’s good business to stock and sell ACCU- 
RATE TAPES. If you do not carry them — join 
| the big parade of dealers cashing in on this 
| Nationally advertised, nationally accepted line 
; of proven profit-makers! Don’t delay —get all 
| the details, now! 

| WAREHOUSE STOCKS AND AGENTS strategically 

I located throughout the country. Write for name of 

| wholesaler nearest you and new illustrated catalog. 

| Address inquiries to: ACCURATE MANUFACTURING 

! COMPANY,.Garfield, New Jersey. 


IF IT’S TAPE...1T WILL PAY YOU TO MAKE SURE 
" ACCURATE TAPE ‘Go 
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| A Quality Line = Competitively Priced! 





STENMAN 


BUILDERS’ HARDWARE 





















You sell top quality 
when you stock the 

| Gensco Stenman 
| line of shelf and 
builders’ hardware. 
They’re made 

from the finest ma- 
terials by one of the 
oldest and most ex- 
perienced manufac- 
turers in the world. 
Stock this com- 
petitively priced 
hardware line — 





Barrel Bolts 





have the items cus- Cellar Window Bolts 
tomers want at the 
| right price—and (yh a> 
| watch your volume ce 
soar. Hinge Hasp 


Complete line of 
ball and plain bear- 
ing, loose pin, ball 
or button tip butts 
in all popular sizes 
and finishes. 


“i 


Small Hasp 







Butt Hinges 


Shelf Bracket 


Pl 


Flat Corner Iron 





GENSCO CROWN BRAND 
WOOD SCREWS 


Complete range of 
sizes in flat, round 
and oval head— 
brass, bright steel 
or blued finish. 











GENSCO TOOL DIVISION 
GENERAL STEEL WAREHOUSE CO., INC. 
1802 North Kostner Avenue e Chicago 39, Illinois 
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Most helpful sales tool 


ever offered to paint dealers! 





PITTSHERGH PLATE 


prrvssvncn PAINT dealers every- 
where tell us the Pittsburgh Mainte- 
nance and Buying Guide helps them to 
conduct their business more efficiently 
and profitably. It provides them with 
a ready and accurate answer for almost 
every painting problem. 

@ This comprehensive manual has a 
heavy, plastic-coated cover to keep it 
looking good for a long time even after 
much handling on the sales counter. 
@ It contains a comprehensive index so 
that the dealer and his sales people can 
quickly find the information they want. 
@ Among its contents are complete and 
detailed data about all Pittsburgh Paints 


GLASS ° 


Pa 
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MAINTENANCE AND BUYING GUIDE 


PirrsBURGH 
Paints 


GE&SS COMPANY 


CHEMICALS e 





so that customers can be better informed 
about their use and how to apply them 
for best results; information about all 
kinds of surfaces and how to prepare 
them properly for painting; detailed 
list of painting and clean-up aids; com- 
plete catalog of Pittsburgh brushes and 
glass products. 


@ This is just one more example of 
the many ways in which Pittsburgh aids 
its dealers to make more sales and pro- 
fits. If you are interested in this Main- 
tenance and Buying Guide as well as 
in the many other sales features avail- 
able to Pittsburgh dealers, just mail 
this coupon for further information. 


BRUSHES + 


PitTSBURGH PAINTS 


eo mee 


PLASTICS 


Pittsburgh MAINTENANCE 
e BUYING GUIDE 







-------------- 


Just Mail 


this Coupon! 


Pittsburgh Plate Glass Company 
632 Duquesne Way ~ 

Paint Division—Dept. L-4 
Pittsburgh 22, Pa. 


I am interested in obtaining a copy 
of your Maintenance and Buying 
Guide as well as in further infor- 
mation about the Pittsburgh Paint 
franchise, its products and sales fea- 
tures, without obligation on my part. 


Name 





Address ee 


FE cetincitnienniceanie ee 
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Give prominent 
display to this 


SHOPPER | 
STOPPER | 


Handsomely boxed, 
“Handy-Sandy’’ assortments 


are powerful sales aids. Put | 
‘em at the cash register where 

you need ’em most—the spot | 
where the merchandise, the 
customer and the money are | 
together at the same time! 


hc ean 


g Ee ee ee ee ee ee ee ee ee 
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N on this overwhelmin 





CONSUMER ACCEPTANCE 





say 1,005 Hardware Retailers in an independent survey 


“Handy-Sandy” DISCS. 5 fast cutting abrasive discs in each colorful 
display envelope for home craftsmen, hobbyists, farmers and small work- 
shops. Available in varied grits on strong paper backing and in extra- 
coarse grit on combination backing. 


“Handy-Sandy” SHEETS. Sturdy sheets for machine and hand sanding. 
Cut in sizes to fit popular makes of portable oscillating and reciprocating 
sanders. 10 sheets to the package. 


“Handy-Sandy” BELTS. Durable abrasive coated cloth belts for power 
tools, both metal and woodworking. Packaged in attractive display boxes 
with strong sales appeal. 


You'll profit MOST by promoting ABRASIVES by 


CLARBORU ND 





ADE MARK 


when you stock the ONLY complete line... to give your customers the proper NE 


STONES * HONES * WHEELS « SHEETS « DISCS « BELTS * ROLLS 


"Carborundum” and "Handy-Sandy” are trademarks which indicate manufacture by The Carborundum Company, Niagara Falls, New York 
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Kr= OFFERS YOU AN OPPORTUNITY 
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*<WYTEFACE (A K&E TRADEMARK) 


STEEL TAPES ARE PROTECTED BY 
K&E PATENT «2089209. 





Chi 
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more WYTEFACE’ steel tapes! 


TO MULTIPLY YOUR SALES WITH 





NON-SLIP FINGER GRIPS 









me Sales! 


30’ length $4.91 
-. $4.9 
100 length . . 57.95 


(Prices stighti 


Boss anaee: has the iden 
YTEFACE* tape as in th 


LESS FRICTION — 


BOSS WYTEFAC 
. 3FACE* 
edged with 








¥ higher in the wes 





tical ©asy-to-read 
e Favorite: ° 


EASIER TO WIND 


has a 
























pee Se SIDE 
ALL-METAL GASE Rake we ee 


: WYTEFACE* 


STEEL TAPE ADS ARE 


FEATURED IN— 
CONTRACTORS & ENGINEERS MONTHLY HANDY 


RAILWAY ENGINEERING MAINTENANCE * 
AMERICAN BUILDER WYTEFACE 





Trade Mark 
CONSTRUCTION EQUIPMENT 

POPULAR MECHANICS Reduced to only 

wt Sonia wi 98¢ for 6 length; 
CONSTRUCTION METHODS $1.19 foal ; 
PRACTICAL BUILDER $1.48 es 
MECHANIX ILLUSTRATED . a or 10° length. 

PLUMBING AND HEATING JOURNAL | slighdy 
pets (higher in the west) 
PLUMBING & HEATING BUSINESS oe: Se des 





To 





FAVORITE’ wyterace* 


For those who are satisfied with nothing but 
the best, Favorite’ Wyteface* is, of course, 
available in 25‘, 50’, 75‘ and 100’ lengths. 


KEUFFEL & ESSER CO. 


Drafting, Reproduction. Surveying Equipment and Materials, Slide Rules, Measuring Tapes 
NEW YORK e« HOBOKEN, N. J. 
Chicago - St. Louis . Detroit - San Francisco - Los Angeles - Montreal 





— 
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BURRITE-WARE PROMOTION BOOSTS 
SALES FOR CALLAHAN HARDWARE . In F 


“We had to re-order the first day!”... | 

The new Burrite merchandising package of nat 
Plastic Housewares worked so well for Callahan a 
Hardware that the store had to re-order mer- 
chandise the first day. 

A colorful display of the entire line of Bur- 
rite-Ware, backed by a carefully devised mer- 
chandising plan, brought heavier traffic and in- 
creased units of sale. It brought in customers 
who hadn’t been in the store for months. 


A COMPACT, COORDINATED PROMOTION 

According to the manufacturer this new 
Burrite-Ware promotion has been designed es- 
pecially for hardware and housewares dealers 
who want to set up their plastic housewares on 
a more profitable basis. The plan takes the 
guess-work out of merchandising by giving the INCREASES UNITS-OF-SALE. Another effect of the unified, Burrite promotion 
dealer a well rounded assortment of best-selling is increased units-of-sale. Tests proved that customers will buy more plastic 


housewares items when they can select from full lines, particularly when 
the various items are displayed in arrangements that match in both color 


Callahan Hardware’s Burrite-Ware display induces heavy buying of plastic housewares. 


items without overloading; plus a proven plan 











for creating store traffic that results in sales. and design. It causes customers to think in terms of sets and ensembles 
The complete promotion can be put into opera- rather than individual pieces. In many instances, sets and ensembles were 
tion with small investment, both in time and bought by people who came in to purchase only one specific item. 
merchandise. THE PROMOTION IS NOW AVAILABLE TO ALL hardware dealers 
TRAFFIC SHOPS OTHER DEPARTMENTS throughout the country. It is completely pretested and packaged 
The increased traffic drawn by the Burrite Plan also § and available immediately through Jobbers everywhere. oo 
carsies over into all departments. This wes deinicely The Burrite Business Booster gives complete details of the 
proven by the experience of stores staging the Burrite : " 4 
Promotion. Customers not only bought more Burrite- plan. For a free copy, write direct to BURROUGHS MFG. CORP., 
Ware, but made purchases in other departments. 3831 Verdugo Rd., Los Angeles 65, California. P 
FAST SELLING — BIG PROFITS r — ea, | Col 


UTILITY STOOLS) 4 tee | 


Here are the utility stools with 
a “million and one” uses in 5 ———— this 
every home. Smart looking and 
sturdy . . . with colorful seats 


and brilliantly polished chrome h 8 
plated legs and frame. No. 201 ee $ Owll 
is the “All Around Stool,” ideal ms 
for kitchen, den, workroom, off . de 


playroom. =: Rises} 
XC AVAILABLE IN 4 SIZES SI, Disp! 


TO FIT ANY SIZE CLOSET 


i | . 
MADE OF COLD ROLLED STEEL [., during 


Ne. 200 OUTSIDE TUBE 1” DIAMETER || |<) \ > 


No. 200 is just perfect for the 
bathroom, a comfortable 17 BRIGHT NICKEL FINISH - 
a 


inches high. Both stools are PACKED WITH SCREWS 


fashioned of long-lasting, chrome , 


plated tubular steel. Washable Duran plastic seats in a 
choice of 5 decorator colors. Capped feet prevent ugly SIZES AVAILABLE 1 Ch 














floor mars. No. 10-18’’--Extends 18”’ to 30” 
SEND IN YOUR TRIAL ORDER TODAY! No. 10-30’’--Extends 30” to 48”’ 

Write for prices and information on other Logan products. No. 10-48’’--Extends 48”’ to 78”’ ' 
No. 10-72”--Extends 72” to 108’ lies as| 


LOGAN MANUFACTURING CO.  ¥ 
ROCKWO Oo D 


NORTH TONAWANDA, NEW YORK 
MANUFACTURING CO. _- 
ROCKWOOD, PENNA. RO 
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In February these 3 
national magazines 


vill carty @ full page 


csi } advertisement featuring 
e dealers j 

_ : Amerock 
oan Cabinet Hardware 


in Modern and 
Colonial designs 


Cash in with 
this "big push” by 
showing both of these 
demonstrators 





Display prominently 
during all of February! 


Rememoe' 


Check your stock, too 
...ask your jobber 





AMERICAN CABINET HARDWARE CORP 
ROCKFORD, ILLINOIS 
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INNA tole 4 
No. 600 


DEMONSTRATOR 


AMEROCK 
No. 1625 


DEMONSTRATOR 








This new idea in 





is sweeping 





Nu-Wrinkl Edging eliminates for good, many of the 
lawn care problems that annoy homeowners every 
summer. It ends trimming grass around flower beds, 
trees, fences, shrubs. Gives any lawn that well-cared-for, 
semi-formal appearance—the goal of every homeowner. 


Nu-Wrinkl Edging comes in strips 26 inches long by 
4 inches deep, made of corrugated, galvanized steel, 
spring-like in temper. Ends key together with special 
clip to make continuous strip. Installed between culti- 
vated areas and the lawn, it bars roots from spreading, 
tends to keep grass growing upright along the edge. 
You trim as you mow! Can be bent around scalloped 
flower beds; follows slope of uneven lawns. Can also be 
used along cinder and crushed-rock driveways to pre- 
vent grass from spreading and to keep rock in place. 


Nu-Wrinkl Edging won enthusiastic acceptance where 
it was introduced last summer. It’s sure to be one of your 
most profitable items. Packed in colorful display carton, 
containing 40 feet of edging. Write for literature. 


form borrier which 
keeps dirt in piace, 


FLUSH WiTH SOIL! 

Nothing projects. Edge of 
flower bed should be one 
inch lower than turf, to 

















AROUND TREES—Eliminates 
tedious grass trimming. Keeps 
mulched area neat-looking all 
summer long without attention. 
Edging acts as guide for mulch- 
ing tool. 


AROUND FLOWER BEDS— 
Accents contrast between green 
lawn and blooming flower beds. 
One mower wheel rides in 
flower border so you trim the 
edge as you mow the lawn. 


NU-WRINK|4i/7. 





70 


DISTRIBUTOR & DEALER 
INQUIRIES INVITED 


(Ask for prices and literature.) 


ALONG FENCES—Keeps 
fence lines neat and clean with- 
out trimming. Installed six inches 
away from either side of fence. 
Area between is easily and 
quickly mulched with a push hoe. 


KEELOR STEEL, INC. 


en eaessseesereees e° 
MINNEAPOLIS 14, MINNESOTA 
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Why dealers prefer 
to handle US'S AMERICAN FENCE 


MR. PAUL E. WARFIELD runs a thriv- 
ing building supply business in Mon- 
mouth, Ill. He says, ‘““My father started 
to sell American Fence back in 1900— 
and we’ve been selling it ever since. 
“The farmers in this area consider 
American Fence to be the best manu- 


factured and it has an exceptional rec- 
ord for long life and good service. 

‘‘The American Steel and Wire 
people have always treated us in a very 
understanding way. Even when fence 
was short, we felt that we received a 
fair share of the available supply.” 


Mr. Warfield has voiced the policy 
that we are striving to maintain with all 
our dealers—to each a fair share of the 
available fence supply’in proportion to 
past business. This system has worked 
well in the past and will help you main- 


tain a good share of business. 


Theres more American Fence tn use Tan any other brand / 


AMERICAN STEEL & WIRE DIVISION, UNITED STATES STEEL COMPANY 


COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO 


GENERAL OFFICES: CLEVELAND, OHIO 


UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. 


U-S°S AMERICAN FENCE 
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YOUR CHOICE OF 
MANILA 














1/4" dia. 


BOOST ROPE SALES THIS MODERN WAY 


It’s Handy Coils for extra sales—impulse sales! They’re packed in a display 5/16" dia. 
box to sell rope right from your counter. They boost small rope volume— 
boost large rope volume. And Handy Coils cut your selling costs. You sell 
more—make more! 

Handy Coils are mill fresh—come to you in factory-sealed boxes. Both 
Manila and Sisal types are the very best quality made from the finest fibres 
obtainable. Rope sales mount up to worthwhile volume when you lead off 
with Handy Coils. Write for complete information and delivery schedules. 


“American Brand’ Rope 


in Haudy Coils 


Specify “American Brand” Pure Manila Rope when you buy full coils. 


American Manufacturing Company, Brooklyn 22, N. Y. 


Branch Factory: St. Louis Cordage Mills, St. Louis 4, Mo. 
SALES OFFICES: BOSTON ¢ CHICAGO « HOUSTON « NEW ORLEANS « PHILADELPHIA ¢ SAN FRANCISCO 
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connected coils 
ae 
Approx. 15 Ibs. of 
rope in each 
box. 
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The Janney Dealer Program 





Here is a report of a very signifi- 
cant dealer program developed 
by Janney, Semple, Hill & Co. to 
enable the independent hard- 
ware dealer meet chain store 


competition 





For dealers, more merchandising aid: Janney execu- 
tives check over a Dealer Service Program Kit. Left to right 
are Allan J. Hill, president; Benton J. Case, vice-president 
in charge of sales, and Paul L. Cosgrave, manager of the 
dealer service department. 








by W. A. Phair, editor 


The past séveral decades have 
seen many changes in hardware 
merchandising. 

Some of these changes have been 
the result of normal, evolutionary 
progress in retailing methods. But 
the major portion of these changes 
has been directly attributable to 
the influence, and competition, of 
supermarket and chain store con- 
cepts of retailing. 

The problems faced by indepen- 
dent dealers in attempting to meet 
chain store competition have in- 
deed been troublesome ones. The 
development of techniques that 
would enable a dealer to success- 
fully meet this competition, with- 
out affecting his independence, has 
been a much discussed and much 
considered subject in hardware 
circles. 

Now, a very significant stride, 








aimed at making the independent 
dealer more competitive, is being 
taken by Janney, Semple, Hill & 
Co., 86-year old wholesale firm of 
Minneapolis, Minn. 

This step is the new Janney 
Dealer Service Program — a pro- 
gram designed to put into the 
dealers’ hands merchandising guid- 
ance and assistance of the highest 
calibre and embracing practically 
all phases of store operation to the 
end that they may, through their 
own efforts, meet chain store com- 
petition. 

This article is the first public 
description of the Janney Program. 
At the invitation of the executives 
of Janney, Semple, Hill & Co., I 
visited stores where this plan had 
been tested; I talked with dealers 
who had used the plan; I sat in on 
sales meetings where the plan was 
described in detail to the Janney 
sales staff; I had the opportunity 
of exploring its various ramifica- 
tions with all Janney personnel in- 
volved in its development and 
operation. 

This effort to give HARDWARE 
AGE readers a clear and complete 
picture of this development is com- 
plicated by the question, ‘Where 
should we begin?” 


The Merchandising Tools 


Perhaps the best place to begin 
would be with a summary of the 
intent and substance of the pro- 
gram by the man who probably has 
been closest to the plan throughout 
its development — Benton J. Case, 
vice-president in charge of sales 
for Janney, Semple, Hill & Co. 

Ben Case expresses it in this 
simple, straightforward manner: 

“Why have chains grown so 
quickly in the past 25 years? Be- 
cause their stores have made use of 
modern ways of merchandising and 
selling that attract and hold cus- 
tomers. Their stores could do this 
because their central organizations 
developed selling and merchandis- 
ing tools that were simple for their 
store managers to understand and 
use, and they made sure they were 
used. 

“While these selling and mer- 
chandising tools were costly to de- 
velop, spreading the cost over many 
stores made them economical. 

“In the same 25 years while 
chain stores have been rapidly 
expanding, independent hardware 
dealers largely have had to get 
along without the selling and mer- 
chandising helps used by the chains, 
with a resultant loss of business to 
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merchandising guide... 














A JANNEY DEALER SERVICE 
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Sample sheets from the Merchandising Guide and in- 
structions on how to use the Guide. 


the independents. 

“We know, ‘for example, that 
authoritative investigations reveal 
that independents today do only 25 
pet of the nation’s total retail busi- 
ness, and this share is decreasing. 

“The independent dealer must 
find a way to use modern selling 
and merchandising methods if he 
is to stop the loss of business to 
the chains. 

“We at Janney, Semple, Hill & 
Co. believe that we have perfected 
selling and merchandising tools, de- 
signed especially for the indepen- 
dent dealer, which are fully as 
modern as any used by chain stores. 
These tools are put together so 
they can be understood and put to 
practical use. 

“They have been tried and 
proven in selected stores. 

“The tools that Janney has as- 


sembled are a complete kit, and in- 
clude every aid dealers need to meet 
and beat chain competition. Using 
this Janney service requires no 
sacrifice of independence by a 
dealer.” 

Thus Mr. Case sums up the ele- 
ments of the Janney program. 

To describe in detail the com- 
plete contents of the Janney pro- 
gram would require a far greater 
allotment of space than is feasible 
here. We will try, however, to give 
a general picture of what it is 
composed, how it will work, its 
background, and in another article 
immediately following this one we 
will tell how the plan has actually 
worked in a test store. 

The Janney Program in its phys- 
ical form consists of a Merchandis- 
ing Kit that contains all the infor- 
mation which we will note here. 
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The kit has been carefully prepared 
so that a dealer will be able to sit 
down and read the various sections 
and apply the ideas to his store 
without outside assistance. 

Behind the kit and its contents 
is the Janney Dealer Service De- 
partment. This department consists 
of personnel skilled in all phases of 
store planning and merchandising. 
These men will be in direct contact 
with stores using the Program and 
will be available for consultation 
on unusual problems. 

In addition, the services of these 
men will be available, under certain 
conditions, to a dealer on a flat per- 
day fee basis for assistance in mer- 
chandising a store. 

Further, all Janney salesmen 
have been carefully instructed in 
the use of the plan and will be able 
to help in its application. 

But to return to the contents of 
the program itself, it may be di- 
vided in four basic parts. (1) Store 
merchandising; (2) Store plan- 
ning; (3) Promotions, and (4) 
Operating. 

The various parts of the program 
are so inter-related, as is any good 
store operation, that it is not pos- 


store planning ... 





sible to discuss each item by itself. 
It will be necessary to jump from 
one phase to another in the inter- 
ests of a simplified description. 

Heart of the store merchandising 
phase is the Janney Merchandis- 
ing Guide. This Guide is, basically, 
a highly-refined pre-printed order 
form covering about 6500 items 
which account for about 80 pct of 
the average hardware store’s sales. 

These items are grouped by re- 
lated retail departments, and in 
turn the items in each department 
are listed by families and lines. The 
Guide gives a detailed description 
of each item, its catalog number, 
the dealer cost and a suggested re- 
tail selling price based on the 
standard profit margin. 

The purpose of this Guide is to 
help a dealer select the lines that 
experience shows are the best sell- 
ers, to keep them in stock with the 
least trouble, and to permit dele- 
gating the job of stock keeping to 
salespeople. 

The use of the Guide by no means 
requires that a dealer carry all and 
only the items in the Guide. To the 
contrary, it is expected that the in- 
dividual dealer will modify the list- 





ings on the basis of his own experi- 
ence. 

However, the Guide is designed 
to overcome the big blind spot of 
most dealers . .. what lines to carry 
that will move, and how to keep 
track of the stock of these items. 
Without the advantage of scientific 
study of experience of a large num- 
ber of stores in this matter, the 
average dealer usually carries too 
many items in a line in an effort to 
keep his line sufficiently broad. 
Then he usually finds it difficult to 
keep track of the stock to assure 
having the fast movers always on 
hand. The Merchandising Guide is 
planned to overcome this problem. 

In actual use, it is recommended 
that a dealer take a complete de- 
partmental inventory against the 
Guide as the first step. Each Guide 
contains a second copy in yellow 
for this purpose. This yellow copy 
has, in addition, space for listing 
inventory, both on display and out 
of sight. 

Then with the inventory com- 
pleted, the dealer decides what 
items in the Guide he will carry 
and how much. This is indicated on 
the yellow copy. The white copy is 


A sample of the Janney Storplan form and an instruction sheet for the dealer 
telling how to use the plan. 
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used to order fill-in stocks. When 
the order is received by Janney, a 
new copy of the Guide is sent the 
dealer containing such additions or 
deletions as experience or new 
trends may make desirable. This 
new copy also provides the dealer 
with the latest prices. 

The Janney dealer service depart- 
ment strongly recommends that 
merchandise be displayed in related 
groups. The listing of the items 
in the Guide follows this plan. 

Another recommendation is that 
all merchandise be tagged with a 
bin description and price. Thus, if 
a dealer follows these recommenda- 
tions, the act of checking his stock 
becomes a very simple operation 
that can be done periodically by 
salespeople, since each item is 
marked, priced and displayed as 
grouped in the Guide and the yel- 
low file copy tells how much stock 
is to be kept on hand. 

In this manner the dealer can 
have effective stock control, which 
has always been a strong point in 
chain store operation, with a clerk 
doing the job. 

The Janney program also _ in- 
cludes a pricing service that simpli- 
fies the pricing of merchandise. 
And since the Guide carries the 
latest prices, it is simple for a 
dealer to always keep his prices up 
to date. 


Key to Store Planning 


The key to the store planning 
section of the program is the 
Janney Storplan. The Storplan is 
a large sheet of paper ruled to a 
scale (see illustration) on which a 
dealer may sketch his present store 
layout and note pertinent informa- 
tion on trap doors, lighting, fix- 
tures, etc. 

This sketch is then submitted to 
the Janney Dealer Service Depart- 
ment where experienced store plan- 
ning men analyze the sketch and 
make recommendations, if neces- 
sary, for improving the store lay- 
out. 

These recommendations, again 
based on the thinking that chains 
have found successful, usually in- 
clude suggestions as to where mer- 
chandise should be located for best 
effects; where fixtures should be 
located for best traffic conditions; 
colors that would be best for each 
fixture and for side walls; the kind, 
amount and location of lighting 
fixtures, etc. 

With this plan at hand, a dealer 
may do as little or as much as he 
wishes in modernizing his store. 
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Regardless of how little he may do, 
having the plan at hand he can al- 
ways make each step fit into the 
overall plan. 

In the same manner, he may 
choose to continue to use his pres- 
ent fixtures. On the other hand, he 
may decide to modernize his fix- 
tures by using the Janney fixture 
service, or he may choose to use 
any of the several factory-built 
lines of fixtures available today. 


New Fixture Blueprints 


Janney, Semple, Hill & Co. does 
not make fixtures, but it has de- 
signed a series of fixtures which it 
believes incorporate the latest sell- 
ing ideas and which give maximum 
display space for a given floor area. 

If a dealer decides to use Janney 
fixtures, he is supplied with (a) 
large, detail blueprints, (b) a list 
of lumber requirements, (c) a list 
of hardware requirements, and (d) 
instructions on how to build and 
assemble the fixtures. 

With this material, a dealer can 
hire a local carpenter to build the 
fixtures. The hardware used on the 
fixtures are standard items manu- 
factured by several fixture hard- 
ware firms. 

Janney believes this arrange- 
ment combines to give a dealer a 





Paul Cosgrave, who devel- 

oped the Janney Program, is 

one of the country's top-flight 
hard line merchandisers. 


modern fixture at the lowest pos- 
sible cost. 

A modern fixture does not per- 
form its best unless it is properly 
merchandised. This means tnat re- 
lated items should be displayed to- 
gether to help one sell another. 
The location of merchandise on a 
fixture should give consideration to 
the consumer interest in an item, 


especially since it is known that 
certain areas of a fixture sell better 
than others. 

To aid the dealer merchandise a 
fixture most effectively, Janney will 
provide him with location diagrams 
and large photographs of complete- 
ly merchandised fixtures that show 
exactly where an item should be 
placed. 

It will be recalled that earlier we 
mentioned that the items on the 
Janney Merchandising Guide are 
grouped by related lines. 

If the items on a fixture are posi- 
tioned according to the Janney Lo- 
cation diagrams, it will be seen that 
they will be in the same general 
relationships that they have in the 
Guide. This, then, not only assures 
the best sales result from a display 
point of view, but it also speeds up 
and simplifies stock-keeping. This 
is a good example of the manner in 
which the various parts of the 
Janney Program are inter-related 
to give good over-all merchandis- 
ing effects. 


Emphasis on Color 


The Janney Dealer Program 
places a great deal of emphasis on 
the importance of store color plan- 
ning and store lighting for produc- 
ing a store appearance that attracts 
and holds customers and which sets 
off the merchandise to greatest 
advantage. 

The Dealer Service Department 
has devoted a great deal of atten- 
tion to these two subjects and has 
established a number of recom- 
mendations that have proved very 
successful in the test stores. 

Color schemes used on the side 
walls are selected according to 
whether it is desired to make a 
store look wider, or to make a long 
store appear shorter, or to correct 
irregularities in wall lines. Several 
examples of the use of these color 
recommendations observed by the 
writer prove beyond a doubt the 
value of careful color planning in 
a store. 

Color is also used to identfy 
store departments by sex. For ex- 
ample, it is recommended that the 
side with merchandise of interest 
primarily to women should be 
painted a warm color on the side 
walls. 

As an indication of the detailed 
planning that has gone into the 
Dealer Program, Janney provides 
the dealer with specific formulas 
for mixing the recommended colors. 

In recognition of the importance 
of promotion and advertising for 


HARDWARE AGE, JANUARY 24, 1952 








building s 
lays speci: 
This is ec 
Advertisi1 
and (2) 
store ope 
and anni’ 
gram out 
telling wh 
store adve 
the best 
Service D 
Specific pr 
needs. 
Tieing | 
Program 
broadsides 
each year 
for build: 
These bro 
with stor 
Paper mi 
scripts. 
Even tl 


HARDWAR 








wn that 
ell better 


landise a 
nney will 
liagrams 
-omplete- 
hat show 
hould be 


arlier we 
; on the 
uide are 


are posi- 
nney Lo- 
seen that 
- general 
ve in the 
y assures 
a display 
peeds up 
ig. This 
anner in 

of the 
r-related 
rchandis- 


r 


Program 
yhasis on 
lor plan- 
* produc- 
attracts 
hich sets 
greatest 


yartment 
of atten- 
and has 

recom- 
ved very 


Se 

the side 
ding to 
make a 
‘e a long 
» correct 
Several 
ese color 
| by the 
yubt the 
nning in 


identfy 
For ex- 
that the 
interest 
ould be 
the side 


detailed 
into the 
provides 
formulas 
d colors. 
portance 
sing for 


24, 1952 








HARDWARE AGE, JANUARY 24, 





building a fixture... 
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A section of a blueprint for building a wall section, and supplementary sheets covering in- 
structions on how to build the fixture; how to add additional levels to the basic fixture; the 
fixture hardware list, and the lumber requirements for a section. 


building sales, the Janney Program 
lays special stress on these subjects. 
This is covered in two phases: (1) 
Advertising and store promotion, 
and (2) Promotion ideas for new 
store openings, remodeling sales 
and anniversary sales. The Pro- 
gram outlines specific campaigns. 
telling where, when and how to use 
store advertising and promotions to 
the best advantage. The Dealer 
Service Department also prepares 
Specific programs to suit individual 
heeds. 

Tieing in with this part of the 
Program is a series of consumer 
broadsides which Janney prepares 
each year at strategic selling times 
for building a store promotion. 
These broadsides are backed up 


with store decorating kits, news- 
Paper mat _ service, and _ radio 
scripts. 


Even though a store may use 
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modern selling methods, it can still 
be unprofitable if it doesn’t keep a 
good set of books to tell the owners 
what they are accomplishing. After 
intensive investigation of account- 
ing procedure, Janney recommends 
the accounting system developed by 
NRHA as being ideally suited for 
this purpose. 


Much Planning Seen 


That, then, is a quick outline of 
the elements of the Dealer Service 
Program of Janney, Semple, Hill & 
Co. From the writer’s personal ob- 
servations, the feeling is inescapa- 
ble that a tremendous amount of 
careful planning, experimenting 
and development effort went into 
the perfecting of each phase of the 
Program. 

The concept of the plan itself is 


not an action taken on the spur of 
the moment. Rather it is based on 
a careful investigation, over a num- 
ber of years, of the hardware mar- 
ket with particular emphasis on the 
problems of the independent re- 
tailer and the role that can be 
played by the wholesaler in help- 
ing the dealer become more com- 
petitive. 

Many years ago Janney organized 
a two-man Dealer Service Depart- 
ment. The interest demonstrated 
by dealers in the activity of this 
department led the firm’s manage- 
ment to consider expanding the 
scope of its operation. 

But before undertaking such an 
expansion, it was decided to con- 
duct an extensive, impartial in- 
vestigation of the hardware busi- 
ness to determine exactly how and 
in what form such an expansion 
would be of the greatest value. 
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merchandising a fixture... 





Blueprint supplied dealers shows exactly where to locate each item of a typical tool wall section. 
Large photographs are also supplied to show how merchandise appears when located according to 


An outstanding firm of nation- 
ally known management consultants 
was hired to conduct this investiga- 
tion. This study pointed to certain 
specific steps that should be taken. 
The result was the Janney Dealer 
Service Program. 

To an outside observer, the en- 
tire program is characterized by 
an effort to keep it as simple and 
as practical as possible and to make 
the plan suitable for use by the 
store owner himself. 


Easy-to-Use Plans 


An example of this spirit is in 
the arrangement of the construc- 
tion plans for the fixtures. These 
plans are set up and the explana- 
tory material organized in a man- 
ner quite similar to the home work- 
shop plans available today. 

After looking over a _ set of 
plans, I feel certain that a person, 
such as the writer, with only the 
usual home maintenance experi- 
ence, would have no difficulty in 
following the plans and building a 
fixture. 
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recommendations. 


An obvious question at this point 
is: How will the plan be applied? 

The program is no cure-all for 
the problems of the independent 
dealer. It will put him on the right 
track; it will give him the key for 
opening the door to a modern mer- 
chandising job. , But, in the final 
analysis, its ultimate success de- 
pends upon how sincerely the deal- 
er desires to improve his store. 
Without the enthusiasm, coopera- 
tion and follow-through of the deal- 
er, the material is worthless. 

Hence, Janney management is 
primarily interested in dealers who 
are serious in their desire to be 
able to meet chain store competi- 
tion. 

The plan is so simply arranged 





Editor’s Note: Many components of the 
Dealer Service Program of Janney, Semple, 
Hill & Co. are either copyrighted or patented, 
according to the nature of the component. The 
reader is advised to presume that all material 
described in this article that is suitable for 
copyright or patent is covered by either an 
application or a grant. Further, the contents of 
each issue of HARDWARE AGE are covered by 
a copyright. Hence material appearing in this 
issue may not be reprinted or reproduced in 
any form without written permission. 





that it can be explained to a dealer 
by a regular Janney salesman. The 
language and organization of the 
material is extremely simple and 
no dealer should experience any 
difficulty in understanding it. 

There is no contractural rela- 
tionship between a dealer using the 
plan and Janney, Semple, Hill & 
Co. From the economic viewpoint, 
Janney hopes that the success of 
the plan will encourage a dealer to 
place a larger share of his business 
with them, but this is not compul- 
sory in any sense. 


Use Little or Much 


A dealer may use as little or as 
much of the plan as he wishes, de- 
pending upon his specific goal. I 
visited one store which made use 
of practically every phase of the 
program. I visited another store 
that had made use of only one 
phase in one section of the store— 
one new Janney fixture merchan- 
dised according to the Janney Mer- 
chandising Guide. 

The Program has been developed 
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with sufficient flexibility to fit al- 
most any need. From a cost view- 
point, a dealer could start with one 
fixture and slowly refixture his en- 
tire store over a period of time, fol- 
lowing this with a new paint 
scheme, and later following this 
with new lighting. 

In the meantime, he could be 
applying other phases of the plan, 
such as the merchandising guide, 
the advertising guide, etc., to his 
operations. 


No Charge to Dealer 


There is no charge for the Pro- 
gram to a dealer. If a dealer elects 
to undertake a major moderniza- 
tion using the program as the basis 
of the project, he may obtain the 


some Janney-designed fixtures 





services of a merchandiser from 
Janney at a flat per-day charge 
based on the time actually spent in 
the store. 

Focal point of the entire pro- 
gram is the Janney Dealer Service 
Department. This department, un- 
der management of Paul Cosgrave, 
devotes its entire time to servicing 
the program. It’s staff consists of 
men trained in chain store and 
supermarket merchandising con- 
cepts, and other men who are 
skilled at working on the drafting 
board on store layout plans. 

Paul Cosgrave, who has played 
the key role in perfecting the 
program, has a valuable chain 
store and hardware background. 
Throughout the development stage 
of the Program, Paul has consist- 





ently applied two basic tests to 
each step before accepting it. 
Those two tests can be summar- 
ized by the questions: 

“Will it help sell more merchan- 
dise?” 

“Is it practical for independent 
hardware stores?” 


The Greatest Assets 


Paul Cosgrave sums up the phi- 
losophy that has guided him in the 
development of the plan with the 
simple statement: “Freedom of 
movement, individual judgment and 
a closer personal relationship with 
customers are the greatest assets 
of the independent hardware dealer 
Add to these, easy to use work tools 
that contain experience and know- 


Some examples of Janney-designed fixtures, merchandised and price tagged according to recommendations. 
The island fixtures can be modified in various ways to suit specific needs. 
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how in store merchandising, store 
planning and operations and store 
promotion and you have an un- 
beatable combination.” 

The entire personnel of the Deal- 
er Service Department has bee. 
selected with the goal of having 
available for use by dealers the 
merchandising skill and knowledge 
of chain stores, adapted to fit inde- 
pendent hardware store owners. 

While it is anticipated that a 
large part of the installation of the 
Program in individual stores can 
be done through the dealer, with 
mail assistance from the Dealer 
Service Department, the depart- 
ment has a number of men who 
constantly travel the territory to 
consult with dealers on the pro- 
gram. 

Another group of men in the 
department are available to work 
with dealers in their stores on the 
flat per-day rate mentioned earlier. 
These men, when in a store on such 
an arrangement, are considered to 
represent the store, and all their 
merchandising skill is available to 
that store. This rate has been kept 
to a level that just about covers the 
actual cost of the merchandiser’s 
salary. 

Before the plan was announced, 
it was tested in a number of stores 
in Minnesota to make certain that 
it was practical when put in a 
dealer’s hand. Some of the stores 
undertook a complete moderniza- 
tion, based on the Janney Program, 
others used only a portion of the 
program. In two stores which I 
visited, a local carpenter was on 
the job building fixtures according 
to the Janney blueprint, while a 
local painter was applying color ac- 
cording to the Janney recommenda- 
tions. 

Perhaps the interest of Janney, 
Semple, Hill & Co. in the inde- 
pendent retailer stems from the 
fact that its origin, way back in 
1866, was in the form of a small 
retail store. Minneapolis at that 
time had a population of 8000. 

From this beginning, the company 
has steadily grown over the years 
to its present exclusively wholesale 
function, serving merchants in 24 
states, Alaska and Canada. With 
more than 160 salesmen on the road 
and 75,000 items in its catalog, 
Janney, Semple, Hill & Co. are in 
an excellent position to understand 
the problems of the hardware re- 
tailer. 

History must be the final judge 
of the value of the Janney Program 
to the independent dealer. But this 
can be said with assurance: that 
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store promotion... 
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Promotion planning is aided by special kit sections on general store 
advertising and special promotions. Sections on store color plan- 
ning and merchandise pricing are also included. 


the program is embarked upon with 
great sincerity and conviction and 
enthusiasm and support from the 
entire Janney organization. From 
Allan Hill, the president, and Ben 
Case, the vice-president in charge 
of sales, who will be directly re- 
sponsible for the operation of the 
program, down to the _ stenogra- 
phers in the Dealer Service De- 
partment, this is apparent. 

And in Horace Hill who heads 
the buying department, and Henry 
Hill the firm’s treasurer, and Bob 
Flemming, the advertising and pro- 
motion manager, and Ed Marceau 
the general sales manager, and all 
the other men who have lived with 


this program for the past several 
years, there is dominant the posi- 
tive belief that the Program will, 
in a very concrete fashion, help the 
independent dealer meet and beat 
the competition of the chain stores. 

The elements are there, they are 
convinced. And with the co-opera- 
tion of their dealers, they will prove 
that it can be done. 


Note: The article immedi- 
ately following on page 81 
is an actual case history of 
how the Janney plan worked 
in a Minnesota hardware 
store. 
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New Ulm, Minnesota, is about as 
typical a hardware market as you 
will find any place. It’s a town of 
about 9500 population, in the fer- 
tile corn and soy bean area of 
southern Minnesota. 

The town, and its surrounding 
farm trading area, is served by 
seven retail hardware outlets—four 
independent stores, one franchise 
store, one member of a dealer-owned 
group, a mail order retail store, and 
a mail order catalog store. 

These stores are all well operated 
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Here is an actual case history of 
how the new Janney Dealer Program 
was used by a Minnesota store. 


Accent on 
Merchandising 











—the Fesenmaier modernization 
program was designed to put emphasis 
on modern merchandising techniques. 
Here is how they did the job— 


and energetically merchandised and 
the competition for the hardware 
business of New Ulm is very strong. 

One of the independent stores in 
New Ulm is Fesenmaier’s on Min- 
nesota street, a store that has been 
under the same name and in the 
same location for 51 years. It is 
owned by three Fesenmaier broth- 
ers—Raymond, Robert and O. B., 
with the first two brothers active in 
its direct management. 

The store, 50 x 70 ft. in size, car- 
ries a typical general line of hard- 





ware merchandise, including major 
appliances that have always been 
an important volume producer. In 
addition, the store has an active 
farm implement sales and service 
franchise. 

By all normal measurements, Fes- 
enmaier’s store has been a success- 
ful, profitable hardware store. But 
the owners have felt for some time 
that under such competitive con- 
ditions as exist in New Ulm, a long 
term view of the outlook justified a 
study of ways and means of im- 
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proving the store’s competitive posi- 
tion, particularly as this related to 
attracting an increased share of 
women shoppers and developing a 
larger volume self-service sales. 

With this thinking as a _ back- 
ground, The Fesenmaier’s discussed 
with Janney Semple, Hill & Co., 
one of its wholesale suppliers, the 
possible application of the Janney 
Dealer Service Program (described 
in the preceding article) to their 
store. 

At the time these discussions 
were started, the Janney Dealer 
Program had not been announced 
to the trade. It was at that time 
undergoing test applications in sev- 
eral Minnesota stores to prove that 
the plan worked in practice as well 
as theory. It was decided, by mut- 
ual agreement, to apply the pro- 
gram to Fesenmaier’s as part of 
this testing program. 


Dark Colors Dominated 


The store, at this time, was di- 
vided into two distinct units. Hard- 
ware sales were conducted in one 
side of the store building (as can 
be seen in the accompanying photo- 
graph), while the other side was 
devoted to major appliances and 
farm implement sales and service. 
The two stores were separated by a 
wall and by a stairway that led 
from the street to quarters above 
the store. 

The store had a typical, high 
metal ceiling, and the dominant 
color was the dark stain of the old 
solid oak fixtures. The merchandis- 
ing of the fixtures had developed, 
as is the case with many stores, 
into a matter of convenience to 
store personnel rather than shopper 
convenience. 


First Step Taken 


The first step in the application 
of the program was the development 
by the Janney Dealer Service De- 
partment of a new store layout, 
utilizing the Janney Storplan for 
this step. During discussions of this 
new lay-out, the Fesenmaier broth- 
ers made the decision that a com- 
plete modernization program would 
be appropriate and economically ad- 
vantageous, rather than a partial 
program. 

The overall plan was developed by 
Janney service men and the pro- 
gram got underway in earnest. 

One of the first moves was the 
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application of Janney Merchandis- 
ing Guide to the store’s existing 
stock of merchandise. While this 
was underway, fixture and lighting 
plans were decided upon and a con- 
tract for a new, modern store front 
was placed. 

Throughout the entire moderniz- 
ation program, including the peri- 
ods when new fixtures were being 


unit. A new acoustical tile ceiling 
was put up, and new lighting fix. 
tures were installed to bring light 
values up to generally recom- 
mended levels. 

Local carpenters, hired by the 
Fesenmaiers, were working on the 
fixtures. 

One of the prime aims of the 
Janney Dealer Plan is to keep mod- 





The Fesenmaier's—Robert (left) and Raymond (right), with 
Paul Cosgrave, manager of the Janney Dealer Servce Depart- 
ment. 


installed, the store was open for 
business. As a matter of actual fact, 
clever capitalizing of local interest 
in the construction work in the 
store’s advertising, resulted in sales 
volume showing a small gain during 
this period. 

When a complete inventory had 
been taken on the Janney Merchan- 
dising Guide forms, meetings were 
held with Janney Dealer Service 
representatives, the store owners 
and store personnel, to compare the 
store’s actual stock with the recom- 
mendations of the Janney Guide. 

This comparison showed a rather 
typical situation, with slight over- 
stock on some items, too much ac- 
cent of certain slow movers, and an 
out-of-stock condition on a few fast 
moving staples. 

These discussions led to a deci- 
sion by Ray and Butts Fesenmaier 
to apply the Janney Merchandising 
Guide recommendations to the en- 
tire store, with some modifications 
to meet specific trading character- 
istics of that area. 


Master Plan Used 


Meanwhile, work was going on 
according to the master plan. The 
separating wall was knocked down, 
making the two stores one large 


ernization costs as low as possible. 
Hence, in several instances in the 
Fesenmaier store, existing wall fix- 
ture bases were used as the base 
for the new units. The new bolt 
bin utilizes the drawers from the 
old fixture. In one case a glass case 
was remodeled for reuse. 

However all island fixtures in the 
store are new 5x9 ft. units, built 
by local carpenters to plans pro- 
vided by Janney in blueprint form. 
The layout of the islands provides 
40 to 42 in. aisles. 


Lighting Recommendations 


Earlier studies by the Janney 
Dealer Service Department had 
suggested that many efforts to mod- 
ernize stores had neglected the very 
important influence of color and 
lighting on store appearance and 
merchandise presentation. Hence, 
long and careful study was given 
to the color scheme and lighting 
arrangement at Fesenmaier’s. 

The basic ceiling lighting fixture 
is a 4-tube, 48-in. fluorescent unit 
using 4500 temperature tubes, 
placed to give an average light 
value of 55 foot-candles in shopping 
areas. 

Janney lighting recommendations 
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of the wall fixtures is 4500 fluores- WY AFTER 
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below. 
Jenner In addition to the fluorescent 
rt had units, twelve swivel spots are 
to mei mounted in the ceiling to put added 
he vert warmth and _ eye-catching  high- 
or oni lights on merchandise. These spots 
oe anil are also used to feature specials. 


One exception to the use of 4500 
tubes in the store is the use of 6500 
tubes where a blue background is 
used, as for example in the major 
appliance section. Here the tubes 
under the canopies are 6500 tem- 
perature which, combined with the 
blue wall color, makes the white 
enamel finish on the appliances ap- 
pear whiter and more attractive 
; than with the 4500 tubes. 
ations The main lighting fixtures are 
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placed a specific distance from the 
ceiling, a distance related to the 
color band that runs around the 
walls from the top of the wall fix- 
tures halfway up to the ceiling. 

The effect of this arrangement of 
light source and color band is to 
kill the impression of a high ceiling 
and to focus eyes on the merchan- 
dise level, rather than attracting 
them to the ceiling as frequently 
happens with unplanned lighting 
arrangements. 


Color is Vital 


An entire article could be devoted 
with profit to the color planning in 
this store. Space limitations, how- 
ever, permit only a generalized dis- 
cussion. 

In addition to using color to give 
merchandise a more attractive ap- 
pearance to lead shoppers’ eyes to 
the merchandise, color is also used 
in Fesenmaier’s to provide a visual 
correction of certain irregularities 
in the store shape. For example, the 
color band above the fixtures in the 
rear of the store is a green tone 
that tends to push back the rear of 
the store. The floor layout shows 
that the chain section in the rear 
wall is set back several feet. This 
section was painted a yellow tone, 
an advancing color, that appears to 
bring the chain section up flush 
with the rest of the rear fixtures. 
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This use of an “advancing” or “re- 
treating” color is used effectively 
in several other places in the store, 
including the elevator well. 

The general aim of the color 
selection in Fesenmaier was to give 
the store an air of spaciousness, 
warmth and to attract women shop- 
pers. This effect was obtained, 
briefly, by painting the ceiling an 
off white and carrying this color 
down the side and back walls about 
half the distance to the top of the 
wall fixtures. 

From the top of the fixtures up 
to this off-white, is a band of blue 
green on the men’s side, rose on the 
women’s side of the store, and a 
green tone on the back wall. 

Tools generally are given a yellow 
background that has proved very 
effective in bringing out the tools. 
Appliances, white goods and tools 
with an unpolished finish are dis- 
played against blue backgrounds to 
make them stand out. 


Items Binned and Priced 


The chief emphasis of the color 
used in the store was not to make a 
pretty store, but rather to set off 
the merchandise and _ encourage 
traffic flow throughout the store. 

As the carpenters completed each 
fixture, it was merchandised by a 
merchandiser from Janney Dealer 
Service Department, who binned 


Left—Floor plan of the store, 
after modernization. 


Below—Scene in the store as local 
carpenters were completing the 
new bolt section. 





the merchandise according to blue- 
print plan, and put up price labels. 

Then, when all was completed, 
without losing a day’s business, a 
re-opening day sale was held that 
brought 3500 people into the store 
on the first day. 

This re-opening sale was paced 
by extensive newspaper advertising, 
including a series of teaser ads in 
newspaper and several radio spots. 
Coffee, doughnuts, cigars, and 
flowers were distributed free, and 
various gifts awarded. 


Market Is Analyzed 


An interesting feature of the re- 
opening celebration was a contest 
to guess the number of revolutions 
made by a bicycle wheel under cer- 
tain conditions. To enter this com- 
petition, a shopper had to fill out a 
slip giving his estimate and his 
address. 

At the conclusion of the competi- 
tion, The Fesenmaiers analyzed 
these entry blanks as a sort of a 
market research. This analysis gave 
very interesting data on the areas 
the shoppers came from and also 
gave the store management 4 
clearer picture of the true extent 
of their shopping area. 

This, then, is a brief case history 
of the actual application of the Jan- 
ney Dealer Service Program to 4 
hardware store. The cost of the 
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Top two photos at right are general 
views. of the Fesenmaier store. The 
two lower photos at right are two of 
the islands used in the store, which 
were built by local carpenters. 


modernization to the dealer was the 
cost of material and labor, and a 
flat per-day charge for the actual 
time a Janney Merchandiser spent 
in the store. The other planning, 
blueprints and guidance, provided 
by Janney was without charge. 

The final measure of the effec- 
tiveness of the Fesenmaier project 
is in the cash receipts. Sufficient 
time has not elapsed to permit an 
accurate appraisal of this, but Ray 
and Butts Fesenmaier are emphatic 
on several points. 

One is that the modernization 
resulted in an immediate and sharp 
increase in self-service activity and 
in impulse purchases. 

A second result was an increase 
in the number of women customers 
shopping in the store. This was 
one of the primary aims of the 
program. 


Better Traffic Pattern 


We asked the Fesenmaier 


atovenech brothers how they felt about the 
sinent, 6 final results of their store modern- 
eld that ization effort and the role the Jan- 
ho she ney Program played in it. 
Ray answered by saying, “We 
— have nothing but the highest praise 
ertising, for the services rendered us by the 
: Janney Program. Without their 


ar ads in 


expert help, my brother, Butts, and 
myself, would have had the tremen- 
dous task of the modernization on 
our own shoulders and we feel sure 
that we would not have achieved 
such beautiful results and such a 


fine store. 

“We would like to give special 
1 contest credit for their fine assistance to 
volutions Paul Cosgrave, John Berryman, 
der cer- Harley Mathweg and Ralph Laird, 
his com- all men with the Janney Dealer 

fill out a Service Department.” 
and his Another notable development was 
better distribution of traffic 
competi- throughout the store. Before mod- 
analyzed ernization, difficulty was experi- 
enced in getting shoppers to the 
rsis gave rear of the store. Since modern- 


ization, traffic in the back sections 
has been excellent. 


ment The Fesenmaier store, as it now 
extent stands, represents an excellent ex- 
ample of a modern independent 

. history hardware store, operated by pro- 
the Jan- gressive hardwaremen utilizing 


m toa Modern merchandising techniques 
of the to pull traffic and build sales. 
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A window replete 
with heater models 
—display aids—and 
air - flow demonstra- 
tor units have made 
the Kohlhepp hard- 
ware a top rate 
heater distributor. 


Space Heater Profits 


Here is a sales program built around display aids 


Whenever the Kohlhepp Hard- 
ware of Eau Claire, Wis., receives 
display material from its suppliers, 
it is treated by Armin Kohlhepp, 
owner, and Victor Jepperson, appli- 
ance department manager, with the 
same importance as merchandise. 

If they appraise these aids as 
having real promotional impact, 
they then relate them to their in- 
the-store sales programs, and they 
become as much a part of the sales 
presentation as the product itself 

This method, in oil heater sales 
for example, has put the store in 
the front ranks in heater volume 
among the Our Own stores. 

The Kohlhepp sales program for 
oil heaters includes personal dem- 
onstrations as one of the keys to 
closing a sale. It begins with hav- 
ing the store’s own basement appli- 

(Continued on page 100) 
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The appliance section in the basement of the store is heated by one of the models 
the store sells—as a working demonstration. Note the liberal use of display aids te 
highlight the various features. 
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The Key to Power Mower Sales 






What is the most effective power mower selling tool? 






The answer these dealers give is 

a loud, emphatic, Service. This 

report tells why they put such 
emphasis on service 



























The almost unprecedented 
growth in power mower sales 
from $4 million in 1941 to $93 mil- By ALLAN W. GREENE 
lion in the past season, has defi- 
nitely established power mowers 
as one of the leading big unit 
sales and profit items handled by 
hardware stores. 

Despite these tremendous gains, 
the market has_ only been 
scratched and alert dealers are 
giving much study to means of 
protecting and, at the same time, 
expanding their participation in 
this market. 

The importance of power mow- 
ers as a profit item in hardware 
stores can be quickly grasped 
when it is realized that it is not 
unusual for a small store to sell 
100 machines per season at more 
than $100 per machine. 

In an effort to appraise changes 
that may have occurred in the sell- 
ing techniques used by successful 
dealers as this market expanded, 
Reo recently undertook an inten- 
sive study of this subject. A Reo 





Service Manager, 

Lawn Mower Div., 

Reo Motors, Inc., 
Lansing, Mich. 
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Mower Service Shop Layouts 
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representative covered 2000 miles 
in five states interviewing hardware 
dealers on power mowers. 

Dealers interviewed on this trip 
were naturally enthusiastic over 
the profit potentials of power mow- 
ers, ranging as it does tc $2,000 
net, and above. But the most in- 
teresting finding of the entire 
study was that the one factor most 
important in selling power mow- 
ers is... service. 

An example of this importance 
of service in selling mowers is 
Elmer Yacso’s small shop in a 
semi-industrial section of Cleve- 
land, far from the big lawns. 
Yasco sold 120 machines last year. 

How? Yacso gives the credit to 
his service shop. 


Service Is Essential 


Although Mr. Yacso_ spends 
$1,000 a season on power mower 
advertising, he has traced most 
of his sales to service because, he 
finds, (1) people seem more ready 
4o buy from a store where they 
know they can get service and (2) 
a contented service customer tells 
his friends of his' experience. 

This service department devel- 
oped a five figure gross total last 
year in sharpen and tune-up, and 
a net that exceeded the profit o 
original sales. . 

The importance of a_ service 
shop was stressed continuously by 
dealers covered in this investiga- 
tion, with particular emphasis 
laid on the fact that not only does 
a service shop help sell mowers, 
but in itself it can be one of the 
biggest money makers per square 
foot of any department in a store. 

There are also fringe benefits 
to service, such as added traffic. 
Bill Selch of Bargersville, Ind., a 
25-year veteran of the hardware 
business, explained it this way: 
“Service is essential. If you give 
service, the customers come back 
to buy more, not just mowers, but 
other merchandise.” 


How Do | Start? 


This emphasis on service nat- 
urally leads to certain basic ques- 
tions from dealers who are not 
M service, but have given some 
thought to it. Such questions 
usually are: How do I get into the 
business, not knowing anything 
about servicing a machine? How 
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much floor space does it take? 
How much will it cost me? Where 
will I get customers? How much 
will I make per job? 

The answers to these questions 
are found in the information ob- 
tained in this investigation. 

Take the first question, “How do 
I get into the business?” 

You will find that power mower 
manufacturers are anxious to help 
you. Ask them for information. 
Reo Mowers, for example, is em- 
phasizing service in its promo- 
tions this year and has service ex- 
perts on the road at all times. 

Manufacturers also maintain 
tuition-free service schools. to 
teach service men how to service 
power mowers. A course in these 
schools runs about one week. 
There may be some question as 
to how much a man can learn 
about servicing in one week. 
The answer to this was given 
by one service dealer who said 
that he had learned more in four 
days at the Reo School than he 
had in years of actual experience. 
This type of school teaches ser- 
vice on all makes of power 
mowers. 


How Much Floor Space? 


The next question is: “How 
much floor space do I need?” 

It doesn’t take a lot of space. 
Three of the most profitable ser- 
vice shops visited on this trip 
were packed in the closest quar- 
ters. Turley’s True Value in 
Joliet, Ill., keeps complete service 
facilities in a basement room 7x20 
ft. Zoet Hardware, Grand Rapids, 
Mich., uses about 10x18 ft. Elmer 
Yacso’s shop occupies less than 
300 sq. ft. and he keeps three men 
busy in it. 

The third question usually is: 
“How much does it cost to get 
going ?” 

The answer is that it costs less 
than it would cost to equip the 
same space with shelves, fixtures, 
etc. From $600 to $1,000 can give 
you a complete and profitable 
shop. 

A service shop need not be elab- 
orate. Shops covered in this in- 
vestigation ranged from elaborate 
affairs with pine panelling to 
lean-to structures. And here’s a 
tip from Ed Vos of Reliable Cycle, 
Holland, Mich.: When you buy a 
grinder, get a good heavy duty 
job. It can cut your sharpening 


time in half. In addition to a reel 
grinder, you'll need a bed knife 
grinder, a lapping stand and a 
work bench with some hand tools. 
You can expand the setup as you 
go along, with cylinder hones, etc., 
but surprisingly little is required 
to get started. 

The next question is: “Where do 
I get the customers?” 


Getting Customers 


There are plenty of customers. 
The power mower service business 
has been described as the hottest 
new business in America. One 
manufacturer estimates that there 
is a need for seven times as many 
service shops as are operating right 
now. The truth is that mower ser- 
vice has not caught up with sales. 

Some service shops find a classi- 
fied ad now and then, plus phone 
book advertising, keeps their shop 
at capacity from April to Septem- 
ber. 

One shop which started only last 
spring, turned in a profit all sum- 
mer with this procedure: First, a 
direct mailing was made to people 
who had bought mowers from them 
over the past several years. The 
second step was a series of small 
classified ads. 

Another way to get customers is 
that recommended by Elmer Yacso. 
He suggests that you keep records 
on the machines that you sell and 
on your past service customers. 
These records are used for contacts 
in the spring when you can offer 
to pick up the machine, sharpen it, 
tune it and bring it back ready for 
operation. Mr. Yacso finds that it 
doesn’t take too long to educate 
customers to this idea of a yearly 
tune-up, the same as they give 
their cars. 

Turley’s True Value and others 
make use of a campaign recom- 
mending winter storage in the 
shop, with a tune-up in the spring 
before delivery. Turley’s is also 
going to advertise an engine oil 
change, timing job, carburetor 
cleaning, etc., for about $5.95. 


What Can | Make? 


The final, and very important 
question, is: “How much can I 
make?” 

The sales building value of a 
service shop is tremendous, but it 
is difficult to measure in terms of 
dollars and cents. The returns on 
the actual service operation will de- 
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pend on two aspects of the shop 
itself: How efficient it is and how 
well promoted. 

Prices in the present market 
vary considerably. Dividing the 
gross take by the number of jobs 
completed gives a figure of $22 in 
one shop; in another shop it is $8. 
And, surprisingly enough, the $8 
shop is much more profitable. 


How Much Per Job? 


It is safe to assume that people 
with an investment of more than 
$100 in a machine are prepared to 
pay a reasonable price to protect it. 
In general, a simple sharpening job, 
which takes from a half hour to an 
hour to complete, is charged at 
from $5, the lowest figure reported, 
to $7.50, the highest figure. There 
probably are other figures on both 
sides of these, but we did not come 
across them in our trip. Splitting 
the difference between these two 
figures gives an average of $6.25 
per sharpening job. Figure out 
yourself what this means in the 
way of returns per hour. Engine 
tune-ups and repairs, frequently 
cost you less and are charged 
higher. 

There are problems in operating 
a service shop. For example, unless 
you do a great deal with the storage 
idea, your shop will probably be 
very busy all summer and fairly 
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Do you know the answers? 


@® How do I get into the power 
mower service business? 


@ How much floor space does it 
take? 


@ How much will it cost me? 


@ Where will I get the custom- 
ers? 


@ How much will I make per job? 


answers are in _ this 


article 


—the 


A store in Indiana solves the 
problem by sending grinding work 
out to a service shop, handling only 
engine repairs itself. The retailer 
takes an overwrite on each job. 


Profit Dollars 


Ed. Vos of Holland, Michigan, 
commented on another important 
aspect of a service shop. He pointed 
out that-a service shop is not only 
a peak profit maker in good times, 
but in tough times can be the back- 
bone of the business. When the 
customers are often neither willing 
nor able to buy merchandise, they 
have to keep their present equip- 








ment going, or can be sold rebuilt 





slack in the winter. Then what do 
you do with your factory-trained 
mechanics? 

Fortunately, if a man is mechan- 
ically inclined, power mower ser- 
vicing will be easy to learn. Several 
stores make use of a clerk for the 
job, who would have time on his 
hands during the summer when 
sales are slower in most depart- 
ments. Then in the winter when 
service slows up, he gets behind 
a counter. 

Other stores use part-time help 
during the rush months, working 
under the supervision of a full- 
time factory trained mechanic. 
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BED KNIFE GRINDER 


equipment. 

Summing up the feelings of all 
the dealers contacted during this 
investigation, it seems quite ap- 
parent that they feel that there 
are many, many profit dollars to be 
made in selling new mowers and in 
servicing mowers in use, and the 
best tool for selling a new mower 
is a good service department. 

Combine this situation with the 
tremendous and largely unfilled de- 
mand already existing for servicing 
mowers and you will readily see 
why so many hardware merchandis- 
ing authorities feel that mower ser- 
vicing can be a vitally important 
part of a hardware store operation. 


Here is how the heavier equipment is arranged in 


rley shop. The floor plan of the Turley set- 


up demonstrates how all necessary equipment can 


be placed in a 7x20 ft. area. 
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3 TIER SHELVES OVER FULL LENGTH 
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Framed Pictures Lead to 
Sales of Related Lines 


A well selected stock of pictures 
will attract feminine trade to a gift 
department and a picture sale will 
frequently lead to the sale of other 
decorative pieces, particularly 
lamps, says Louis Prewitt, of the 
Ira A. Prewitt Hardware Co., Tay- 
lor, Texas. 

“Women buy the pictures and 
therefore women should sell them. 
They are not for the average man 
to attempt to sell,” says Mr. Pre- 
witt. “The woman buying pictures, 
or similar merchandise to beautify 
her home, wants to talk to someone 
who understands and appreciates 
the use of color, and knows the 


Framed pictures used to attract women to Texas store 


current fashions in home decoration. 

“Pictures, like other home dec- 
orations, become obsolete in time 
and frequently are replaced when 
a room or home is being redeco- 
rated. In spite of this,” continued 
Mr. Prewitt, “there is an unending 
demand for standard pictures and 
these must be stocked in various 
sizes and in various type frames.” 

An example of a standard pic- 
ture is The Last Supper. 

“These standards,” says Mr. 
Prewitt, “are invariably the slow 
movers but you cannot possibly 
hope to build up a picture volume 
without them.” 


Standard pictures, then, pose no 
buying problem but it is an en- 
tirely different story where modern 
pictures are concerned. 

“Here,” says Mr. Prewitt, “your 
class of trade will serve as the best 
buying guide. Young people, nine 
times out of 10, will want some- 
thing modernistic. That means 
modernistic pictures mounted in 
modernistic frames. 

“This does not mean that they 
have to be what is referred to as 
abstract art. But modern pictures 
are those usually rendered in high- 
er key than those of the old mas- 
ters. They are more gay and har- 

(Continued on page 112) 
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A portion of the picture display section. 
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Bus Line Store 


Designed to Attract Suburban Trade 


New Jersey store was built with a full-visual front to 
attract hurrying commuters as well as super-market 
shoppers; space for several hundred cars in rear 
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The right kind of store, in the 


| [KADISH HARDWARE CO. proper location, goes a long, way 








new business. 
Morris Kadish has followed the 
trend of the times and has moved 
















ss a bps ao This Caldwell, N. J., ; . , 
; a. store is located oppo- along with many of his old city 
site the terminus of a customers to the suburbs. Many 
bus line which carries people who in former years bought 


i ity. > 
aceite at his Newark, N. J., store, which 


he recently sold, are now customers 
of his present, modern store, opened 
November, 1950, in Caldwell, N. J. 

The new store was built at the 
Caldwell terminus of a bus line 


Emphasis is on 
housewares, since 
women constitute 
about 90 pct of the 
store's trade. 
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which carries suburbanites to their 
places of business in Newark and 
New York each working day. 

Another major consideration in 
the selection of the present location 
was the fact that the store has two 
large supermarkets on either side, 
and has the advantage of a rear 
parking lot which accommodates 
between 300 and 400 cars. 

In order to induce motorists to 
travel through the store, after 
parking their cars on the lot, Mr. 
Kadish placed a large sign over the 
rear door of the store. 

In order to attract pedestrians 
who pass the store by the hundreds 
each day, as well as the bus riders, 
the store was designed with a full 
visual front, which makes the en- 
tire store a display. The large plate 
glass windows slant inward at the 
base, which has the effect of re- 
ducing street reflections. 

New fixtures, furnished by W. C. 
Heller & Co., Montpelier, Ohio, 
were installed at a cost of $2500. 

A shelfless section of the wall- 
case, nearest the front window, is 
used for the display of seasonal 
merchandise. 

A registration list of about 1000 
names, which were gathered dur- 
ing the opening event, is the 
nucleus of the store’s list and is 
now used for periodic mailings. The 
first was a post card announcement 
of the opening of the new store 
which was sent to about 6000 homes 
in the neighborhood. 

Since the vast majority of the 
store’s customers are women, they 
account for the greatest number of 
sales, but gradually the store is 
increasing its male trade, as more 
and more men become familiar with 
the store. 

One of the principal differences 
between a city and a suburban 
trade noted by Gilbert Kadish, who 
operates the business with his 
father, is that time is saved for the 
store because many customers do 
not wish their purchases wrapped. 
They simply carry them away in 
their hands to put into their cars 
parked near the store. 

In order to gain more store space 
and expand some of the lines at the 
same time, the Kadishes have just 
completed the building of a balcony 
in the stock room, back of the store. 
The balcony was built against the 
rear wall of the store and is the 
width of the 20-ft store and has 
7% feet of headroom. It provides 
considerable more shelf space for 
reserve stock. 
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Gilbert Kadish, who operates the store with his father, stands at 
the hand tool display which can be clearly seen from the sidewalk. 





Mop and broom 
handles fit behind 
the display of pol- 
ishes and waxes. 
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A light background makes a good background for the bright colors of steel goods. 
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TV Demonstration Truck 











' Averages 6 Sales Each Week 


TV receiver sales have been 
doubled by Barth Hardware of 
Lincoln, Neb., as the result of use 
of its own special truck with tele- 
scoping TV antenna for demon- 
strations in city and rural areas. 
Barth’s new plan is selling on an 





Use of truck with portable high antenna 
has doubled sales, decreased the number 
of sets damaged in home demonstrations 
and sharply cut time for demonstrations 


average of one set per business 
day. 

Don Barth, owner, and John H. 
Smith, appliance department man- 
ager, started their present mer- 
chandising methods about six 
months ago because many pros- 





pects in Lincoln and nearby areas 
were buying high aerials as their 
first step and then asking various 
TV sellers to bring in sets for 
demonstrations. Often such pros- 
pects would ask the same seller to 
bring in as many as four or five 
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John Smith, Barth's appliance department manager, putting up the truck antenna at a prospect's 
home. One man can put the unit up in 10 minutes and in another 10 minutes can have a demon- 
stration set working in the home. 
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Serving the Hardware trade for 50 years 





Introducing the (National, 


Hardware 
Family! 


It's truly a family affair this in- 
troduction of a distinctive line 
of hardware to the families 
and individual home owners in 
your locality. 

The comforts and conven- 
iences derived from installing 
these products might well ex- 
tend to every room in the home 
from basement to attic—yes 
and even the garage. 

Modern designs and styling 
permeate this extensive line. 
Care and precision in manu- 
facture are evidenced by the 
friction-free, smooth operation 
of the various mechanical ac- 
tions. 

Your trade is undoubtedly 
familiar with many of the meri- 
torious qualities of National 
Hardware—which accounts for 
their insistence on the genuine. 

Dealers everywhere are 
profiting from the well-earned 
popularity of this most com- 
plete line. 















Part of video demonstration room on balcony. Master antenna 
distribution system is in upper right hand corner. 


sets over a period of several 
weeks. This continuing cycle of 
demonstrations took considerable 
time and resulted in many sets 
becoming marred and thus not 
salable as new merchandise. In 
addition it meant that a sizable 
stock of sets was constantly out 
of the store on prolonged demon- 
stration periods. 

Barth’s TV truck has a 50 ft. 
telescoping antenna fastened to it. 
Large signs on both sides of the 
truck advertise the Tel-E-Truck 
service. 

Under the Barth plan the Tel- 
E-Truck is manned by two em- 
ployees. After the set is in the 
house one man leaves to canvass 
the area for other prospects. The 
employee who remains at the dem- 
onstration scene explains the set’s 
operation and answers any ques- 
tions. As a rule a two-hour demon- 
stration is sufficient and it is not 
unusual for the home owner to 
sign a contract and make an imme- 
diate down payment at the time of 
the first demonstration. 

At the end of a two-hour dem- 
onstration period the other sales- 
man returns to help take the set 
out of the house and to assist in 
taking down the antenna. 

The average 30 ft. antenna costs 
about $95 installed and a 20 ft. 
unit sells for about $75 installed. 
Thus the home owner must make 
a sizable investment in antenna 
alone, before buying a set in that 
area. The Barth method, employ- 
ing the antenna on the truck, saves 
the homeowner the bother of two 
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separate purchases and convinces 
him that he can receive TV pro- 
grams at his location. 

“Not only is this merchandising 
plan selling more TV receivers for 
us, but it has cut down on the 
number of demonstration units 
needed,” Mr. Smith explains. “No 
need now for us to mark down 
prices on marred demonstration 
sets.” 

It sometimes takes as many as 
three or four calls to sell a TV set 
with the truck demonstration, Mr. 
Smith reports. Before use of the 
mobile demonstrator as Many as 
five or six calls were often re- 
quired before a sale was consum- 
mated. At present Barth’s is sell- 
ing 75 pet of its video receivers 


through use of the truck and its 
special antenna. 

Television broadcasts in the 
Lincoln area (58 miles from 
Omaha) are from an Omaha sta- 
tion and can be heard and seen 
about 100 miles. The outer limits 
of reception or fringe areas are 
where prospects are hard to sell. 
They want to be sure that they 
can receive the Omaha station 
programs. 

Because so many people in the 
Lincoln area buy their antennas 
first, the Barth Hardware sales 
crew (Mr. Smith, Mr. Barth, one 
full time and one part time sales- 
man) try to visit homes in areas 
where new antennas have recently 
been erected. In many instances 
the presence of new antennae 
means that home owners are good 
TV prospects, that they have not 
purchased sets as yet, but are get- 
ting ready for demonstrations. 
Homes without antennae in these 
areas are also contacted. 

Frequent display and classified 
advertising is used in Lincoln 
papers to tell about Barth’s tele- 
vision service. The truck is often 
pictured in display ads. 

It has been estimated in Lincoln 
area market surveys made by mer- 
chants that there are about 7500 


television receivers in the section. 


The potential is 75,000 units. 
Barth Hardware displays TV 
receivers on its first floor and in 
its small balcony. Occasionally 
sets are operated in show win- 
dows. With its 85 ft. antenna and 
master distribution system its 
demonstration sets may be oper- 
ated anywhere in the store and in 
several nearby apartments. 





Mr. Smith demonstrates a set in a prospect's home. 
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The best full gauge hard drawn steel wire 
tH you can buy. Beautiful white satin finish. 
Electrolytic Zinc weather protection. 
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Mr. Sargent Comments on Builders’ Hardware Order 


Editor's Note: The following let- 
ter discusses a subject of consider- 
able interest to HA readers and is 
published here with the kind per- 
mission of Mr. Sargent. 


Dear Editor: 

With reference to the comments 
made by Mr. W. E. Peterson in 
HARDWARE AGE on page 35 of the 
Nov. 29 issue, I would like to point 
out that the special defense indus- 
tries section of the Hardware Man- 
ufacturers’ Statistical Association, 
which represents about 90 pct of 
the builders’ hardware industry, 
recognized that the proposed limi- 
tation order was too severe. We 
prevailed upon NPA not to issue it 
in its present form. 

On Sept. 20 the association met 
and unanimously adopted a resolu- 
tion that, among other things, 
asked for an NPA Industry Advis- 
ory Committee meeting to formu- 
late a material conservation order. 
A few days later the association 
submitted proposals for that order 
to Washington. 


After some delay, NPA called a 
meeting for Dec. 10 in Washington. 
We have assurances from NPA 
that no order will be issued until it 
has had wide publicity among the 
manufacturers involved and until 
they have had a chance to “rebut” 
it. (Editor's Note: A report of the 
viewpoints expressed by the Build- 
ers’ Hardware Industry Advisory 
Committee to NPA on the proposed 
conservation order was published 
in HA, Dec. 27, page 92.) 

I think Bill Peterson is talking 
about two different things: (1) 
Standardization and, (2) Material 
conservation for the emergency. 

My remarks are confined to No. 
2. Because of the highly competi- 
tive nature of the industry and its 
wide diversity of product, it would 
be practically impossible for it to 
put into effect a material conserva- 
tion order without NPA help and 
the issuance of an order by them. 

Were the industry to do it on its 
own, it would run afoul of certain 
laws on the book. Any material 
conservation order is going to hurt 
almost everybody in varying de- 


gree. Those who make less essen- 
tial products will undoubtedly be 
hurt more than those who make 
more essential items. 

NPA claims the conservation or- 
der is needed and that other in- 
dustries are having concentration 
orders made up. On the basis of 
this claim and only for the period 


of the material shortages, the 
Builders’ Hardware Industry is 
glad to cooperate with NPA 
through the Industry Advisory 
Committee. 

When the emergency and the 
shortages are over, I say more 


power to the man who can sell a 
bronze kick plate 10 ft. wide or 
eight nickel plated door knobs for 
every door. 

FORBES SARGENT, President, 
Sargent & Co., New Haven, Conn., 
and 

Chairman, Special Defense In- 
dustries Section, Hardware Manu- 
facturers’ Statistical Association, 
and member of NPA Industry Ad- 


visory Committee. 





Shopping Center Gets 3500 Ft. of Storm Sash 


Workmen are shown putting the 
finishing touches on two-thirds of 
a mile of storm windows used to 
glass in the two levels of prome- 
nade walk at Shopper’s World, 44 
store shopping center at Framing- 
ham, Mass. Believed to be the 
world’s largest installation of its 
kind this winterizing project cost 
more than $50,000. It protects 
both upper and lower levels of the 
U-shaped structure. Each frame 
comprises 8 panes of glass, frames 
being 10 by 5 ft. 

Windows fit into metal invert 
channels running the length of the 
arcade sidewalks. Top channel is 
permanently bolted while the lower 
track is secured by expansion 
shields for removal when storm 
windows are removed in the spring. 
The lower channel sets one half of 
one inch off the walking level to 
allow water from window washing 
and other cleaning to flow off. 
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Part of the two-thirds of a mile of storm windows in Framingham, Mass. 
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AVAILABLE IW ALL 
STANDARD PATTERNS 
AND GRADES o£ 
HICKORY HANDLES 

















NO WHITTLING 


(easy ro pum NO FITTING 
EASY 70 PUTIN, oO SPLITTIN 
CANT COME N G 






































AN EXCLUSIVE 
PATENTED 
FEATURE 

# 

. ty “An 
FAN BD 
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* No Whittling * No Splitting * No Fitting—A perfect- 
fitting handle in a matter of minutes .. . Those are a few of 
the sensational features you can now offer your customers 
in all standard patterns and grades of Hickory Handles! It's 
an exclusive, patented development that is sweeping the 
country. Get the facts and you will join the parade of pro- 
gressive dealers who are featuring Hartwell's Self-fitting 
Handles for goodwill and EXTRA profits! It's the handle 
that is really different! 
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floor. Ask for details. 
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TOMLLUSR aM WRITE TODAY | 
i ® 
WHA mS HARTWELL BROTHERS * 
WARTWELL R 2 0 T M4 F R S : Memphis 8, Tenn.—Chicago Heights, Ill. e 
rT : Gentlemen: H 
MANUFACTURERS OF : Please rush complete details and price list on . 
“HD ge f ’ H A R T Ww 7 L L ™ A N NH) L E S s vou revolutionary Self-fitting handles. . 
MEMPHIS 8, TENN. CHICAGO HEIGHTS, ILL. [7 AOE : 
B FIRM__ biicels * 
Get this attractive self-selling rack at no ® 2 
cost to you. A silent salesman for your - ADDRESS = ~ 
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painter. 


* Trademark 


oy 
JACOBUS 








NEW. VEW/ 
100% Flagged Nylon* 


@ Picks up, carries and spreads as much paint 
as an equivalent pure bristle brush. Labora- 
tory and practical usage tests prove this. 


@ New Jacobus process for making better paint 
brushes. 100% Flagged Nylon* is an ex- 
clusive manufacturing process. 


@ 100% Flagged Nylon* brushes are made for 
1) the professional painter and 2) the amateur 


@ Insist on only Jacobus 
100% Flagged Nylon* 
paint brushes! 
brush of 
morrow. 


today and to- 


4EFS 


A. G. JACOBUS’ SONS, inc. 


VERONA, NEW JERSEY 





Space Heater Profits 


(Continued from page 86) 


ance display room serve as an ex- 
hibit, the area being heated by a 
large space heater of the type the 
store sells. This enables the pros- 
pect to see for himself. 

Secondly, a special temperature 
regulator, heated by a can of 
Sterno, furnishes the proof that 
the heater has low stack heat loss, 
which, it is pointed out by Mr. 
Jepperson, not only saves fuel, but 
permits the use of enameled stove 
pipes. And for related selling, sec- 
tions of this pipe are displayed 
directly behind the demonstration 
heater. 

Third phase of the demonstra- 
tion is the use of a cut-away heater 
section to point-up construction de- 
tails, as the salesman explains them 
to the prospect. 

“These two sales aids, furnished 
by the manufacturer, are the best 
demonstrators in our department 
for selling oil space heaters,” de- 
clares Mr. Jepperson. “We use them 
to sell practically every prospect, 
for people believe what they see and 
such displays back up the sales- 
man’s story.” 

If a customer comes into the ap- 
pliance department at this hard- 
ware store and asks to see an oil 
space heater, or other appliance, 
naming the model, the salesman 
does not say, “Here it is. It costs 
$100.” 

Instead he begins to explain the 
features of the appliance, one at a 
time. He gives the prospect a chance 
to break in and ask questions about 
various features. 

The store staff never acts on the 
assumption that because a prospect 
asks to see a certain model of ap- 
pliance, that she is sold on it and 
will buy it, without explanation. 
Neither does the sales staff insist 
on telling the entire sales story to 
every customer. 

“We stop selling when we see 
that the customer is sold and then 
we close the sale,” states Mr. Jep- 
person. 

“We have sold electric refrigera- 
tors just because some women liked 
the handle or some other feature. 

“Once we find what they like we 
dwell on that. Sales can be lost if 
an appliance salesman insists on 
telling the entire sales story to 
every interested prospect.” 

In selling washing machines, Mr. 
Jepperson finds a display portfolio 
issued by a manufacturer an excel- 
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Brush handles are finished in~ 
blue and yellow. Brushes are 
made of pure black bristle, 
set in vulcanized rubber. hide : 


“DANDY (6)" DISPLAY 
$.19 Ea.—I Doz. Y>" Brushes 

1/2" Bristles, 1/44" thick 
.25 Ea—2 Doz. |" Brushes 

1%," Bristles, 5/16" thick 
30 Ea.—2 Doz. |'/2" Brushes 

15%," Bristles, 5/16" thick 
45 Ea.—! Doz. 2" Brushes 
134" Bristles, 34" thick 















"145L" DISPLAY 
(Onyx Handle) 


$1.55 Ea. —I/3 Doz. 3" Brushes 
2\/>" Bristles, 11/16" thick 
1.89 Ea.—1I/3 Doz. 3!/2" Brushes 
2\/>" Bristles, 11/16" thick 
2.33 Ea.—1!/3 Doz: 4" Brushes 
2-9/16" Bristles, 11/16" thick 











"“O K" DISPLAY 

(Panel Handle) 

$.39 Ea.—2 Doz. |" Brushes 
2" Bristles, ¥" thick 

65 Ea.—I'/p Doz. |'/2" Brushes 
2'4," Bristles, 7/16" thick 


89 Ea.—I! Doz. 2" Brushes 
2'/4," Bristles, '/2" thick 












Order TODAY from your jobber, or send this COUPON 


A. G. JACOBUS' SONS, INC. 
Verona, New Jersey 





A. G. JACOBUS’ SONS, INC. 


« 
fine O “Dandy (6)" Display .......... cartons at $13.92 














FeseCe 








0 Free Catalog 
JACOBUS NI oi sasis veiicnenrds-eaveeuibeaies eeesunennies 
STREET .. ; CITY STATE 
Sell Jacobus 100%, Flagged Nylon Paint Brushes and "Master" Paint Rollers 
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THE King Coffon A 


ORDER FROM 
YOUR JOBBER 


Today! 


Gr 
CORDAGE 


JOHN H. GRAHAM & CO., INC, 
105 DUANE STREET + NEW YORK 8, N. Y. 

















lent help in convincing customers 
that this washing machine has 
many worthwhile features. The 
portfolio is well illustrated, he 
states, and the prospect likes to 
look at each page as they turn and 
have the various features enlarged 
upon by an alert salesman. When a 
salesman has gone through the 
portfolio, he has covered practi- 
cally every point the _ prospect 
wishes to know. 

“That presentation has sold many 
washing machines for us,” reports 
Mr. Jepperson, “and so it gets a 
prominent spot in our washing ma- 
chine display. 

“Also,” he points out, “people 
read newspapers and magazines in 
which national brands are adver- 
tised regularly. They have confi- 
dence in brand names and become 
more favorably disposed toward 
certain manufacturers and their 
products. 

“That is why it is good business 
practice for a dealer to use manu- 
facturers’ display material. 

“We try to tie-in with all aids of 
this type. We ask manufacturers’ 
salesmen about it; how we can use 
it more effectively, and they are 
always happy to cooperate. 

“Some people believe a salesman 
and some don’t,” he continues. 
“Some put more confidence in the 
manufacturer’s advertising than 
they will in what a salesman says. 
So when a good salesman draws on 
the help of manufacturer’s display 
material, he has an extra sales tool 
for achieving results.” 





HARDWARE HUMOR 
By Hardware Age 


PAINT 











( SPECIAL 
} 1 Caton 
—] PAINTS 


$22 







Al . 


“| want a durable paint for my 
garage doors that won't come off 
on the car every time | back out." 
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Makes Pipe Bring in 20 Pct of Volume 





~*. ‘ 





This pipe section occupies 21 ft. of counter space. 


‘Grant Ohlson, owner of Grant’s 
Hardware Co., 567 Collins St., 
Joliet, Ill., makes his pipe and pipe 
fittings stock count for 20 pct of 
the store’s volume by making it 
part of his display. This pipe dis- 
play takes up 21 ft. of normal 
counter space and is located near 


the very rear of the establishment. 

The pipe is displayed on a rack 
made of 12-in. machine bolts and 
angle irons. At the rear of the 
pipe counter is a cutting and 
threading machine, which also adds 
to the store’s profits. Charges for 
its use range from five to 25 cents. 





© 





Window With Two Hearts Sells Valentine Gifts 





A real eye catcher and gift seller was this Valentine window at Roy's Hardware in Yakima, 

Wash. Center figures in the semi-open back-window were two huge red hearts with white 

paper trim. Three shadow boxes in each heart featured electric housewares and several 

ornamental but useful gifts to attract attention of Valentine seekers. Although most of 

the window was devoted to fancy types of gift goods there were a few strictly utility items 
such as mats, dustpans and dish drainers. 
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More users tell us 


NO OTHER SAW FILE 


BUT A HELLER 
will fill the bill 


Ny | 3) © e~ 












Once saw filers try 
a HELLER Saw 
File . .. once 
they’ve gotten that 
smooth, sleek, keen 
finish on the saw 
teeth only a HEL- 
LER makes pos- 
sible, they’re sold 
for good. Users 
we've recently con- 
tacted tell us they 
won't accept any 
substitute. 


RIGHT 
TEMPER 


Only HELLER Saw Files 
Have All These Features 





Precision milling of the blank; 
uniform tooth structure; ad- 
vanced edge design minimiz- 
ing breakage or shelling; ex- 
acting accuracy in texture and 
cut; the right temper that 
means lasting service and 
more effective filing — these 
and other features put a HEL- 
LER Saw File in a class by 
itself. 

Send for full information on 
these quick-selling files. 
Lengths 4” to 8” in regular 
taper, slim, extra slim and 
double extra slim. 


Cosh in 
on the file > 
with the 
WHITE TANG 


HELLER 


BROTHERS COMPANY 


America's Oldest File Manufacturer 
NEWCOMERSTOWN, OHIO 


Ask also about our complete line of 
Hammers; Masterenches; Scrapers; 
Trowels and other quality tools. 











AS IMPORTANT 10 YOU 
AS AAWN MOWER 








The Dunham Spike- 
Disc is packaged in a 
safety carton to pro- 
tect you and your cus- 
tomers while it is on 
display. 


a 


The Dunham Spike-Dise will mean more profits and more 
customers for you. It’s as essential in your store as a lawn 
mower. Stock this revolutionary new Spike-Disc and show 


your customers how to grow beautiful healthy grass. 


The Dunham Spike-Disc No. 8T is a smaller model of the type 
used on all the better golf courses. Greens keepers know 


that soil aeration is essential to healthy grass. 


By using the Spike-Disc regularly, your customers will have 
a lawn unmarred by ugly bare spots and brown patches. The 
knife-like blades of the Dunham Spike-Disc cut thousands of 
unnoticeable slots in the soil allowing air and moisture to 


circulate freely around the roots of the grass. 


For best results, the Dunham Spike-Disc should be used 
before seeding, fertilizing or top dressing. By sprinkling the 
lawn lightly after using the Spike-Disc, the seed and ferti- 
lizer will settle into the soil and will not be carried away 


by flooding rains or high winds. 


Manufactured by 


Ohio Machine Products, Inc. Columbus, Ohio 


Manufacturers of the Dunham Hand and Fairway Water We ghi Rollers 








For more information write to: Dept. H.A. 1 


JOHN H. GRAHAM & CO., 


Sales Agent 
105 Duane St., New York, N. Y. 





INC, 






























Letters to the Editor 


Ue eels 


Herlong Supporter 


Dear Editor: 

We have read with much inter- 
est the editorial discussions in 
HARDWARE AGE on the Herlong 
Amendment. Feeling as we do that 
this law is sound and should have 
the support of all hardware deal- 
ers, we would like to add our firm’s 
name to the list of those who want 
Congress to know we support the 
Herlong Amendment. 

Yours truly, 
Haines & Kirk 
Rising Sun, Md. 


Attention, Sen. Moody 


Dear Editor: 

Here is my note to Senator Moody 
on the Herlong Amendment: 
“Dear Senator Moody: 

“T did not read your report on 
percentage mark-ups, but from the 
assortment of replies that I have 
read in HARDWARE AGE, I can 
truthfully say that your line of 
thought and commonsense is as use- 
ful and workable as the general 
trend of Senators and Representa- 
tives that are in office. 

‘Do you, Senator, sincerely and 
truthfully state that the line of 
thought you advocate is workable 
in free enterprise. Well, my com- 
ment is, ‘God Help the American 
Businessman and the Public.’ 

“Get on the ball, Senator, get 
into business yourself and put your 
line of thinking to work and let’s 
see how long you last.” 

Very truly yours, 
Benj. S. A. Kirchenbaum 
“K” Locksmith & Hardware Supply 
Co., Glens Falls, N. Y. 


Unanswered Letters 


Dear Editor: 

Have read with interest your ar- 
ticle “Manufacturers Should Check 
Mail Responses,” on page 8 of Dec. 
13 issue of HARDWARE AGE. There 
are many times when I do not get 
a response from manufacturers. 
The latest was my request for in- 
formation and prices on a new 
wrench that was advertised by 
eee in November. I still don’t 
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Letters to the Editor 


r 


mieafeaiea 


: 


have an answer to my request. 


I am a very enthusiastic booster 
eee files and use them in 
my own shop because I find they 
pay off in extra service. However, 
I have written this company and 
also their local representative ask- 
ing if they had any display panels 
available. You guessed it right. No 
answer. 

Another very annoying habit 
some manufacturers have is to ig- 
nore requests for prices on repair 
parts for their products. However, 
i: a re 

As we service all makes of lawn 
mowers we find it impossible to 
keep parts in stock for all of them, 
so usually we order most power 
mower parts as needed. Our re- 
quest for prices on specific repair 
ee mowers either 
gets silence or a list of parts and 
service books available, priced from 
15¢ each and up. 

The result: We just don’t service 
this make of mower. 


Yours truly, 
(Name withheld) 
Texas 


Editor’s Note: We have deleted 
the names of the manufacturers in- 
volved with the thought that this 
situation may not be typical with 
them. However, other dealers have 
also written us of the lack of re- 
sponse to letters. It would well pay 
a manufacturer to check his com- 
pany’s procedure in handling in- 
quiries from dealers. 


Discount Houses 


Dear Editor: 

We are located in a town of about 
20,000 population and recently a 
discount house opened a short dis- 
tance away. We wonder if any of 
the readers of HARDWARE AGE have 
had any experience on how a small 
independent store can compete with 
a discount house. I’d appreciate 
having their ideas. 


Yours truly, 
(Name withheld) 





Editor’s Note: We'll forward to 
the writer of the above letter any 
comments readers will mail to us. 
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ILLIONS of readers are being re- 
peatedly told and remindéd, in the 
SATURDAY EVENING POST, 
about the outstanding merits of Bridgeport 
RHINO andMATCHLESS 
Screw Drivers 
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SUPREME sranv CHUCKS 


offer quality replacement 


with small investment... 


SUPREME offers a complete and prof- 
itable chuck replacement department 
that can be set up in very little space. 
This includes only popular size chucks 
along with an attractive display piece. 


SUPREME brand Chucks are gear 
type, carefully machined and hard- 
ened. They are interchangeable with 
other makes and can be adapted for 
female spindles. Adaptors are included 
in this offer. 


If your favorite jobber does not handle 
SUPREME brand Chucks, write 
direct for full information. 


'§ 








CHUCKS 


Supreme Products, Inc., 2222 South Calumet Avenue, Chicago, Illinois 


THE CHUCK THAT LIVES UP TO ITS NAME...SUPREME 
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Traffic Building 
Ideas 


Merchants in small and medium 
sized towns and cities often act in 
groups through their Chambers of 
Commerce to bring more rural and 
crossroads residents into town to 
visit and to buy on special occa- 
sions. Trade, festival, anniversary 
and other ideas are employed by 
Many merchant groups as a unit, 
the thought being that the more 
people who are brought to town the 
more business alert retailers will do. 

Worthwhile promotions of this 
kind often build goodwill and extra 
business for a community. Follow- 
ing are a variety of ideas used by 
merchants in many states to boost 
business. You and your fellow mer- 
chants can use or adapt many of 
these ideas to help bring shoppers 
to your community or shopping 
center. 


Giving Away Dollars 


People driving to Watertown, 
S. D., one week last winter were 
amazed when a stranger handed 
them a pink folder in which was 
enclosed a dollar bill. The pink 
folder said, “Greetings and wel- 
come to Watertown.” Inside was 
the friendly message, “It is a plea- 
sure to have you with us in Water- 
town. Please visit us again. We 
are going to be looking for you in 
Watertown often, for this is shop- 
ping headquarters for all north- 
eastern South Dakota. The Mystery 
Man.” 

The mystery man was sponsored 
by the Watertown Chamber of 
Commerce. He walked the streets 
and when he noted what he thought 
was a typical farm family visiting 
the town to shop, he would ap- 
proach them and give one of them 
a $1.00 bill in a pink folder. Many 
farm people visited Watertown dur- 
ing that week in the hope of having 
him present them with a dollar bill. 


* * * 


Art Displays 

There has been a_ surprising 
growth in the number of art classes 
in many areas of the nation. Dodge 
City, Kan., merchants offer their 
windows for the display of pictures 
produced in trade area schools. On 
one occasion 12 store windows were 
filled with grade school pupil work. 
The exhibit brought many people 
into town to view the work. 
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Welcome Sea Travelers 


Passengers who arrive each Sat- 
urday aboard ships at Charleston, 
S. C., are greeted in an unusual 
manner by the Chamber of Com- 
merce. In extending the city’s wel- 
come the Chamber presents each 
visitor with a specially printed en- 
velope filled with descriptive litera- 
ture on the city and surrounding 
territory and inviting the passen- 
ger to come ashore while the ship 
is docked. Envelopes are addressed 
personally from lists radioed ahead 
by the ship’s captain and are deliv- 
ered to passengers as soon as the 
ship docks. 

The idea has caught on with sea 
travelers and many who might 
otherwise have remained on board 
ship during the vessel’s stay in port 
have taken advantage of the oppor- 
tunity to visit the city or country- 
side and also to shop. Many pas- 
sengers have said that the litera- 
ture and invitation to visit made 
them feel that they were welcome 
in Charleston. 


* * * 


They Love to Dance 


Make no mistake about it—older 
persons love to dance as well as the 
Young. When merchants of Bosco- 
bel, Wis., staged a free street dance 
during a Fall Festival, more than 
1500 people of all ages participated. 
A 73 year old couple beat out the 
younger ones for first prize_ in 
square dancing. Merchants said 
many people over 60 years of age 
stayed an hour or more at the dance 
and had a wonderful time. It is 
planned to repeat the free outdoor 
dance at every festival sale. 


Business-Education Day 


One event which has gone over 
very well in the past few years 
in many sections of the country 
are Business-Education Days. This 
promotion started out by inviting 
farmers and school teachers to tour 
a city’s manufacturing, wholesale 
and retail areas to learn more about 
how business operates, and how 
important it is to the welfare of 
the nation. Now the farmers and 
teachers have reciprocated in many 
areas by inviting business men to 
tour farms and attend school to 
become more familiar with farm 
and school problems. These events 
have done much to promote better 
relationships between business men 
and the public. 

Towns and cities which have pro- 
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WILLIAM L. BARMER FRANK A. DIEL JOSEPH F. SMITH 

Works Manager General Manager Plant Superintendent 

GEORGE J. LUCAS JAMES J. MAHER JOHN J. ZELLER 

Purchasing Agent Sales Manager Office Manager 
THE BRIDGEPORT CHAIN & MFG. CO. 


Founded in 1887. Pioneered in Triumph (Lockweave) Pattern 
and other types of weldless chain. Became associated with the 
Round group in 1928. Plant modernization program undertaken 
several years ago is now nearing completion. 


ONE OF THE COMPANIES THAT MAKE 


Kotid cuan 


The nationwide Round organization is made up of many 
men like Frank Diel and his associates . . . experienced, 
capable chain men who are respected throughout the 
industry. Practical chain men have been at the head of 
each Round firm since the first of the companies was 
founded in 1869. Today there are ten Round Chain Com- 
panies, all eager to help you solve your chain problems. 








ROUND CALIFORNIA CHAIN CO. 
SO. SAN FRANCISCO 


@ ROUND LOS ANGELES CHAIN CORP. 
LOS ANGELES 54 


ORL COMPANIE 
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®@ Jobbers and retailers are both 
singing the praises of Handy-Pack 
..-the super-rugged bolt carton. 
No more spilling, mixing and 
sorting of bolts. Next time order 
Buffalo Bolts...get the best in 
bolts...in the world’s best cartons. 





PRODUCERS OF CIRCLE ® PRODUCTS — BOLTS * NUTS « RIVETS AND SPECIAL FASTENERS 
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HANDY-PACK @ Same price as ‘ordinary’ bolts in ‘ordinary’ cartons. 
FEATURES 









Order Quality Buffalo Bolts in 


SVWROY 


HANDY-PACK BOLT CARTONS| 














@ Same carton quantities as always, same method of ordering. 
@ Cartons are re-shippable without tying or wrapping. 

@ Covers make durable open drawers for bolt cabinets. 

@ Can be ordered in carload or less-than-carload lots. 


Write for circular on quantities and weights of Handy-Pack Cartons. 


BUFFALO BOLT COMPANY 


Division of Buffalo-Eclipse Corporation 
North Tonawanda, N. Y. 


Sales Offices in Principal Cities. Export Sales Office: 
Buffalo International Corp., 50 Church Street, New York City 














moted successful Business-Educa- 
tion Days within the past year in- 
clude Wisconsin Rapids, Wis., Rock 
Island, IIll., Joliet, Ill., Oklahoma 
City, Okla., Saginaw, Mich., Ypsi- 
lanti, Mich., Kankakee, IIl., Mason 
City, Iowa, ahd Charles City, Iowa. 


* 





* 





* 


Sports Festival 


An annual Fayette County, Ia., 
farm sports festival attracts thou- 
sands of spectators and hundreds 
of participants of all ages. An all 
star baseball game between the east 
and west leagues in Fayette-County 
is a main feature. Boys’ and girls’ 
4H softball games are always on 
the slate. Men from the south part 
of the c6unty challenge those from 
the north to a softball game. There 
are also baseball games for women. 
A tractor rodeo, plus a big square 
dance festival help make a very 
complete and busy program which 
is news in the Fayette area for 


weeks. 
* 


Traffic Courtesy 


Police of Vergennes, Vt., issue 
courtesy cards instead of tickets to 
out-of-state motorists who violate 
parking rules. Tourists thus go. 
away with a warm feeling in their 
hearts for this town and often come 
back on their next vacation. 

The courtesy cards read: “We 
note you area stranger here. Should 
you come here again, please do not 
violate this rule again (marked) 
as it is not allowed.” The traffic 
officer usually inserts a slip, too, 
which says that Vergennes has ex- 
cellent stores, restaurants, hotels 
and other facilities to accommodate 
tourists. 


* * 





¥* * * 


Hail The Salesman 


Lubbock, Tex., merchants put on 
an annual Traveling Salesman’s 
Barbecue, now in its fourth year. 
Nearly 1000 invitations are mailed 
each year to traveling salesmen. 
The affair is put on to show sales- 
men that the merchants appreciate 
their visits, products and service. 


* * * 


Family Week 


An interesting Family Week pro- 
motion was sponsored by Albert 
Lea, Minn., merchants recently. 
Newspaper articles stressed the 
importance of the American family, 
its solidarity, its accomplishments, 
etc. A citation was presented to the 
“Family of the Year.” 
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\ 18” and 20” Cutting Widths 


GET THE EXTRA « COOPER EXCLUSIVE FEATURES | 


Fully enclosed oversize Diamond Patented, positive action, non-wearing Patented “Quickset” height adjustment 
chain drive clutch. Simple, powerful, self-locking with a range of 1” to 23/s” 


Oversize enclosed Timken Reel Extra strong, zinc die cast alloy frame Power driven weed cutter (optional) 


be: . . . 
arings with automatic takeup Zinc die cast alloy drive pinions with Plus the always dependable Briggs & 


Unbreakable tubular steel handle hardened steel inserts Stratton motors 
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Portable Display Aids Paint Sales 


Light weight, open face display unit used in 


windows and in store helps Thompson Hardware 


sell more paint and related goods 


Good display is a prime factor 
in building a good paint and re- 
lated lines volume for Thompson 
Hardware Co.—a Marshall-Wells 
store—in Eau Claire, Wis. 
Joseph Thompson and his son 
and partner, Ernest, have a spe- 
cially constructed light weight 
paint rack which is utilized as a 
window background and, upon oc- 
.casion, for interior display. Its 
color is changed from time to time 
to give it a new appearance or to 
tie in With the season. 
Constructed of 1-in. lumber, the 
display unit comprises a series of 
open backed shelves with dividers. 
Gallon containers of paint may be 
individually displayed between di- 
viders. In some instances two j : ‘ 
smaller cans are shown in a single Se a el a aoe. folk 
compartment. ; 
At the present time the display : 
unit is painted in a deep tone pink, ~ sd its BPS 
a color which is pleasing to women eM es nd > ; ir 
shoppers. The center section of Se oo ee ee tBLi, makes 
the unit is open for the show- . “1 
ing of a panel display of paint L atl 4 BITES ‘ecu 
brushes. we | ak” Sak Sager . heed 
Panel displays are also used be r ' we ~ the 
effectively for brushes in the paint ; ; ; J at ta compc 
department. A wide selection of ‘tin = % - , . “ ey 2 = oe os 
quality brushes is attached to ; ‘ 
three paneled doors which lift out ind ' ‘ 
at the bottom. . a oR territo 
The Thompsons say that this } ; =. 
brush display is the means of 4. Lae. ; gt ct 
many extra sales. Very seldom ,- ¥ P . . BPS sc 
does a sales clerk need to even 
mention brushes as most paint 
customers or prospects stop to 
look at the brush display. 
“We suggest thinner, sandpaper, 
scrapers and other items to paint 
customers,” says Ernest Thomp- , : 
son, “and they appreciate these , i, : me) 
reminders. We invite customers to 


discuss painting problems with us, Brush display on three hinged panels, tilted to permit easier 
especially color uses. Such discus- examination. Paint is displayed above and below the brush units. 
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[Kel <M Me Celale MEX=Xolgeallale Mi lole) anol mm Zell am ol a-t1-1al) 
paint set-up and then compare it with any 
BPS Dealer. You'll find he sells faster and 
makes more profit, gets more repeat business 
trom thoroughly-satisfied customers, has more 
true made-with-oil colors for selection by 
the buying public. What's more, he has no 
company-owned stores or overlapping deal- 
ers to contend with because he operates 
independently under an exclusive protected- 
territory BPS Franchise. Can you say the 
same 2 You'll be able to if you sign up with 
BPS so... do it today! 





----------- 


The Patterson-Sargent Company, 
1325 East 38th Street, 
Cleveland 14, Ohio 


I'd like to know more about the BPS Line and its profit advantag 


NAME 


ADDRESS__ 


CITY 





sions bring about greater cus- 
tomer satisfaction and often result 
in additional sales.” 

The store issues seasonal Mar- 
shall-Wells circulars, catalogs in 
which paint is prominently fea- 
tured. These paint advertising aids 
help increase paint volume for the 

| store. 


Framed Pictures Lead to 
Sales of Related Lines 


(Continued from page 91) 


monize with modern furniture, 
draperies, and walls and floor cov- 
erings.” 

A large picture today will seldom 
measure over 16 by 20 in., and may 
have a 4-in. molding. Mr. Prewitt 
thinks this is the largest practical 
size for a gift section to carry. 

“The current vogue,” says Mr. 
Prewitt, “is grouping small pic- 
tures. Customers frequently want 
four or six smaller pictures, 6 by 
9 in. or 9 by 12 in., all of the same 
theme.” 

If the customer wants seascapes, 
for example, the group should all 
be seascapes. If the theme is win- 
tertime, all the pictures should be 
snow scenes. The colors should be 
alike and the pictures should be 
framed alike. The store should be 
able to supply a matched set from 
open stock. That is the way that 
the store should buy pictures, but 
it should buy enough of the same 
type to afford the customer an op- 
portunity to express her own taste. 

When this store discovers a pop- 

ular picture it will reorder on it 
until 25 or 30 pictures have been 
sold. 
“Until we have sold that many 
we don’t worry about duplication 
in the homes of our community. 
In this respect we’ve found that 
people buy what they like and pay 
no attention to what others have 
in their homes. 

“It becomes quite an ordeal for 
the average woman to buy a suit- 
able picture,” said one of the sales- 
women. “They want to satisfy per- 
sonal taste as far as subject matter 
is concerned. The picture must be 
of a certain size for the spot it is 


‘A : intended; the coloring must har- 
II 


McKINNEY 


af ny . 
MANUFACTURING COMPANY A sii monize with the room; the subject, 
A i% hn ul A 
ye id dla Bae | the color and the type of frame 


1400 Metropolitan St., Pittsburgh 33, Pa. . . 
. must also harmonize with the 


room’s furniture and decor. 

“A discriminating homemaker 
likes to talk about her home decora- 
tion plans, or she probably wouldn’t 
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SELL 
COPROX 
IN “92 and 
WATCH YOUR 
PAINT PROFITS 


G0 


COPROX is the 
copperized cement coating 
LIFE wrote about 








pweret® * 
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ia TE 





COPROX PROTECTS MASONRY SURFACES 
AGAINST WATER SEEPAGE, DAMPNESS 
AND EROSION 


"0 


ASK YOUR COPROX DISTRIBUTOR TODAY 
ABOUT HOW COPROX CAN BOOST YOUR 
‘52 PROFITS OR WIRE, TELEPHONE OR WRITE US 


COPROX, Inc., 1270 Ave. of Americas 


NEW YORK 20, M, Y, 
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be interested in buying pictures in 
the first place. But she wants to 
talk to someone who understands 
and appreciates. Women do not buy 
pictures like men buying calendars. 

“Frequently,” continued the sales- 
lady, “when the customer selects 
pictures she will buy other room 
accessories to set it off. More often 
than not it will take a suitable lamp 
to complete the arrangement, and 
perhaps, a vase, a piece of pottery, 
or a mirror.” 

Prewitt’s do not display pictures 
by hanging them on the wall. 

“That,” said the saleswoman, ‘“‘is 
the worst thing a store can do. 
Women don’t buy pictures off some- 
one else’s wall, usually. They are 


adverse to buying what to them 
seems to be a used picture.” 

This store displays pictures in a 
special display rack, with self- 
contained storage space. Smaller 
pictures are shown on top of dis- 
play cases in the gift department. 

“A gift department,” says Mr. 
Prewitt, “should not be thought of 
as a place where people shop only 
for gifts. Frequently they buy gift 
merchandise for their own use, 
People seldom buy pictures as gifts 
since it involves too many factors, 

“That is why we seldom sell only 
a picture to a customer. For a pic- 
ture generally involves the sale of 
other items to go with it. That’s 
why we like to sell them.” 





Open Displays Double 
Fishing Tackle Sales 


Bill Wade has just about doubled 
year ’round fishing tackle sales at 
Hamilton Hardware Co., Orange, 
Tex., by putting these items in 
open displays. With the exception 
of the firm’s reserve stock of tackle, 
all displays are built outside the 
case so that customers can examine 
and handle the merchandise. Each 
item has a price tag. 

Reels are shown on a reel bar 
made of two 3 in. pipes running the 





full length of the case. An old V- 
belt rack covered with poultry net- 
ting makes an excellent display 
unit for lures. Another revolving 
rack .features the store’s_ selec- 
tion of flies, which are mounted on 
cards. 

Barn latches over a_ notched 
wooden bar hold rods to the end of 
the show case. The butt of each rod 
fits into a trough at the bottom of 
the case. 


Bill Wade, manager of the store, inspects the open displays of fishing tackle. 
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PLUMBERS 


ELECTRICIANS 


Belongs in the tool box 

of everyone who 

works on screws, 

bolts or nuts! And 

that’s a whale of a 
_ - lot of People. 





Sensational for 
Loosening or Tightening 


4 
jyertiseo 


‘ é : 2 As Ac 
Nuts, Bolts or Screws. 7 | 


Janvor 


y issue of 
in the 
in 


Twist in the desired direction . . . rap with a hammer 
- and Presto! Screws, bolts or nuts loosened or 


tightened in g iffy. Saves hours wrestling with 
screwdriver, wrench, cold chisel or hacksaw. Turns 
ornery, frozen nuts, ews with amazing 


ease . ght, hard-to-get-qt 
Places, 


bolts or ser 
++ great for working in ti 


solves the toughest 
your jobber NOW! 


Sa - 
74 Foley St. 
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PORTER, INC, 


Somerville 43, Mass, 


1ALs 
THESE MATER 
TER METAL CUTTERS FOR ALL 
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BOLTS RODS 


Also manufacturers of PORTER PRUNERS 
eee 


r ls and Equipment 
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PORTER -FERGUSON Auto Body 4 








Profits From 


1500 Bottled Gas Accounts 


A large and profitable volume in 


bottled gas and in equipment for 


its use is realized by Anderson 
Hardware & Plumbing in Have- 
lock, Neb., a suburb of Lincoln. 
The firm regularly supplies fuel to 
1500 bottle gas customers, 300 of 
whom use it to heat their homes. 
In addition there is good volume 
in stoves, refrigerators and water 
heaters adapted for use with bot- 
tled gas. 

Owned by Victor E. Anderson, 
mayor of Lincoln, the firm oper- 
ates a very complete appliance 
department and has a large bot- 
tled gas bulk plant. The gas is re- 
ceived by railroad car and pumped 
into big tanks on the premises. 
Some of the gas is pumped into 
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Steady volume in bottled gas and sales of 
equipment in which it is used provides 
profits for Anderson Hardware 





Victor E. Anderson, owner of the store, in his appliance showroom. 


as 








Bottled gas equipment located in this pump house fills 100-lb. drums such as those on the dock. 


HARDWARE AGE, JANUARY 24, 1952 











Vv 


Stanley 
powerft 
them se 


Sales 
this wil 
intereste 
Evening 
consume 


prospec 
munity . 
Stanley 
value. 


Stanley 1 
Prospects. 
customers 
ads appe 
POST, B 
POPULAR 
MECHANI 
and POPU 


HARDWA 


~ Helps you 
» | Séll rules 
"| that customers 
go buy 


Stanley dealers are backed by a 
powerful promotion team that helps 
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them sell more rules. 


Sales making advertisements like 
this will be seen by millions of 
interested readers of The Saturday 
Evening Post and other leading 
consumer magazines. They pre-sell 
prospects right in your own com- 
munity ... direct them to you — the 
Stanley dealer —for real rule 
value. ; 





For your window or counter, color- 
ful, sales-tested Stanley Rules dis- 
plays stock and sell rules at the 
same time. (New Stanley “Green 
End” Rule display illustrated ). 





a ee on tees a i. Oe And for your store promotion, 
ani Swe Car ates ena Se there is a wide assortment of sales 
oe nee ca en a ee aids . . . Stanley Tool signs, metal 
oak 5 ke Tae sia plates for your display boards, 
Geen urements coding cahte folders, newspaper mats and elec- 
See cia tros — all available from Stanley 
























No. 136 Coliper Rule—- For inside cod outside 
colipering. Brass caliper is gradvated by sixteenths ; as needed . 
end thirty-seconds. Machined head. $1.2 


y Stanley rules are handy, ac- 
, Curate; easy to read .. . sim- 
4 ply and ruggedly made for 


Good rules for customers to go 
buy are good rules for you to sell. 


hard usage. There's a. Check your stock of famous Stanley 
Stanley rule for every purpose-—part of me Se & 
the complete line of Stanley “Tools de- ‘Zig-Zag”, “Pull-Push” and Boxwood 


Rules now — and be set for the 
steady demand. Order through 
your jobber. 









mark, 
dealer's. Stanley Tools, 101 Elin Str 
itain, Connecticut. ; 







Stoniey Rules can be imprinted THE TOOL 8Ox 
THE WORLD 


peepee sd aie STANLEY TOOLS 
tion, Write for folder. 
HARDWARE @ TOOLS © ELECTRIC TOOLS NEW BRITAIN, CONNECTICUT 


STEEL STRAPPING © STEEL 


THE TOOL BOX OF THE WORLD 


Stanley Tool ads help you sell your best oe ® 


Prospects. Month after month millions of too! 


customers and prospects read Stanley Tool 
ads appearing in THE SATURDAY EVENING 
POST, BETTER HOMES AND GARDENS, 
POPULAR MECHANICS, POPULAR SCIENCE 


MECHANIX ILLUSTRATED, HOME CRAFTSMAN 
and POPULAR HOMECRAFT. Reg. U.S. Pat. Off. 





HARDWARE ® TOOLS ® ELECTRIC TOOLS © STEEL STRAPPING © STEEL 
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Mr. Anderson, right, discusses appliance service with one of his 
employees. Note sales and service orders hanging on wall panels. 


100-lb. containers for delivery to 
household customers. 

Anderson’s sell bottled gas for 
heating in 500 and 1000-gal. tanks. 
A 500-gal. tank and necessary 
equipment for its use costs the 
home owner about $369, the 1000- 
gal. tank selling for about $589 
installed. With the cost of heating 
an average five-room house in the 
Lincoln area being about $125 per 
season, there is nice volume for 
the store from this source. Larger 
homes require $200 or more bot- 
tled gas to furnish heat for the 
season. 

Many farmer-customers of the 
store use bottled gas, taken from 
their heating system tanks, to 
operate their farm tractors, re- 
ports Mr. Anderson. 

Anderson’s have four trucks, all 
of which are now operating on 
bottled gas. Since conversion from 
gasoline, last year, the proprietor 
of the store estimates monthly 
savings of approximately $20 for 
each of his trucks, or $80 per 
month for the fleet of four units. 
In addition to the operations costs 
saved by use of bottled gas for the 
cars, this use serves as a good 
advertisement for the idea. Many 
customers inquire as to their use 
of bottled gas for their passenger 
cars and trucks as a result of 
Anderson’s use of it. 

When a homeowner signs up to 
use bottled gas for cooking, he 
pays $7.95 for a 100-lb. container. 
The cost of the equipment and its 
installation amounts to about $60. 
Usually the individual home will 
have two drums of bottled gas on 
hand, which cuts down on the fre- 
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quency of delivery. Customers 
wishing to call for and return 
their own drums receive their gas 
at a lower cost. The average cus- 
tomer will use about one drum 
every two months for cooking. 
Should a bottled gas customer 


stop using this service he receives 
no refunds on the deposits he has 
made on equipment for cooking 
service. 

Home heating customers are re- 
quired to buy their own bottled 
gas storage tanks. 

The store shows a sizable stock 
of gas and other types of ranges 
in its large basement display room. 
Many refrigerators and washing 
machines are also displayed and 
sold in this section. 

Practically all types of appli- 
ances are serviced at the store. 
Many washers taken in on trades 
are reconditioned and resold. Dis- 
play and classified advertising on 
both new and used appliances 
serves to attract many prospects 
to the store. 

“The numerous contacts we 
make with bottled gas accounts 
are of great aid to us in selling 
additional appliances,” explains 
Mr. Anderson. “The home owner 
who heats and cooks with bottled 
gas will sometimes buy a TV 
set, refrigerator or home freezer 
from us.” 





Informative Signs Sell Blinds and Shades 


Westphai’s of Manitowoc, Wis., 
finds that the display of shades 
and venetian blinds under concise 
but highly informative signs 
helps do a good sales job in those 
lines. Data is given on size, price 
and quality. The sign featuring 








cloth window shades in first qual- 
ity and irregulars cautions that 
the latter grades “may be off color 
or have spots.” Located between 
the store’s rug and curtain rod 
displays, these units account for 
many impulse sales. 


Cfoth Window Shades 

Jet Quaurty ... with Rouen +O 

Ist Quauity... no are A 

fanequians . noixcuances’ FCF 

Pizace Nort svat g aes Mtv Mt 
OR Te “at Sets 





32g. 


WINDOW BHA DH 








These signs attroct attention to the merchandise shown below. 
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AU? (1'4h.p.) and AU?-B (2 h.p.). For 

’ applications where lateral space is limited. - 
This is one of five series of small air- 
cooled four-cycle engines, ranging from 
1 to 2% hp. : 





For 50 years—ever since 1902—the performance of 
Continental Engines has been building solid prestige 
e for the Continental name. The surest way of clinching 
AD7(1% hp) and AD7-B(2hp). diet = VOlume sales of lawnmowers, garden tractors, and 
drive vertical shaft engine, shown with re- similar equipment, this coming Spring, is by standard- 


coil type starter. Two vertical shaft models 


also available for belt-driven installations. izing on lines that feature dependable Red Seal power. 


@ OUTPUT IN EXCESS OF RATED POWER 
@ AMPLE TORQUE FOR PEAK LOADS WITHOUT STALLING 
@ QUICK, EASY STARTS EVERY TIME 
P. 














Ao ae ee a eT, 
AIR-COOLED INDUSTRIAL ENGINE DIVISION 
12800 KERCHEVAL AVENUE ° DETROIT 14, MICHIGAN 






HARDWARE AGE, JANUARY 24, 1952 








Because success in selling so often 
depends upon skillful buying, every 
hardware merchant can profit by 
stocking Hall-Wessel rust-proof 
Hardware Specialties. They win 
consumer-preference! There’s the 
sales appeal of exclusive beauty... 
beauty of functional design en- 
hanced by smooth-as-silk finish in 
brass, chrome, bright zinc or ebony. 
There's sales-appeal in the rugged 
impact and tensile strength of light- 
weight, pressure-cast zinc alloy. 
There's sales appeal in the sensible 
price tags and the handy and mod- 
ern packaging. Call your jobber 
today. Learn all the reasons why 
genuine Hall-Wessel Hardware Spe- 
cialties are matchless for value. And 
write for our catalog . . . sent FREE 
if you mention your jobber’s name. 





2116-26 W. NICHOLAS ST. 


PHILADELPHIA 21, PA. 


Canadian Sales Agents: 
Geo. S. Hall & Co., 9 Wellington St. E., Toronto 1 
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Simple Departmental Control 








Loren D. Pedrick, manager, Farmers Hardware, Phoenix, Ariz., examining the ledger 
that keeps him up to date on the business of each of the store's departments. 


A simple contro] method for pur- 
chasing tells at a glance how each 
of the departments of the Farmers 
Hardware, 1402 So. Central Ave., 
Phoenix, Ariz., is doing—what the 
turnover in each is—and serves as 
a guide to purchasing. 

Loren D. Pedrick, manager, uses 
the following system. Each depart- 
ment — hardware — appliances — 
roofing—floor coverings—plumbing 
—paints—is given a_ separate 
ledger sheet. Taking paint as an 
example, at the end of each month, 
the bookkeeper makes three entries 
on the appropriate page: Paint 
purchases for the month; paint 
sales (at cost), and the balance. 
The difference between the two fig- 
ures by addition to or subtraction 
from the previous inventory, then 
provides the current balance or in- 
ventory. 

“It takes just a few minutes to 
enter the three figures from the 
general ledger,” observes Mr. Ped- 
rick. “Then we know instantly, by 
turning to the page that lists any 
particular department, what our 
current inventory in that depart- 
ment it, how much we sold in the 
past month, and can compare sales 
with previous months.” 

From this information, Mr. Ped- 
rick can also gain a quick picture 


on turnover by departments. The 
information is also used by Mr. 
Pedrick when discussing purchases 
with suppliers’ salesmen and in 
meetings with department heads to 
determine whether to raise or lower 
inventory stocks. 





HARDWARE HUMOR 
By Hardware Age 





A 


“Of course there's a spot for you in 
my organization, young man, and you'll 
start off with a salary of $20,000 a 
year because | believe you're intelli- 
gent, ambitious and you have a person- 
ality that wins everyone you meet. 
Now go to it.” 

"Okay, dad.” 
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12.00 
4 4-piece CANISTER SETS = $ reo 
4 3-piece RANGE SETS - ee 
2 COOKIE CANISTERS b, ; mond 
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aut SETS 1.20 . 
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2 CAKE FRESH'NR 
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feded in every home for longer. Smart crystal \ 
gilic, limes, lemon and Tray can be used sep- 
aroately. 
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SESS” ALUMINUM PANTRY-WARE -Here’s Amer. 

"ost popular, most wanted, most exceptional Pantry- 

Offer. Crafted in Italy exclusively for Heller in lustrous, 

oe Polished aluminum. 

NOW FOR IMMEDIATE SELLING. Order at once from 

“stributor. Start making new and extra profits. Don't 
Hardware Week.” Sell this merchandise every 

" the year. 

LETE PROMOTION KIT WITH EVERY OFFER 

1S « STREAMERS * BANNERS * COMPLETE ADS 


i HOSTESS-WARE, White Plains, N. Y. 
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No. 5027—"Hostess” 
ALUMINUM COOKIE CANISTER 
Keeps cookies, pretzels, etc. crisp-fresh 


longer. Sparkling two-tone aluminum 
with black plastic knob. 


NEW 
LARGE 
SIZE 





ts 
No. 5024—"Hostess” 
SALT & PEPPER SHAKER SET 


Guaranteed rustproof. Gleaming alumi- 
num with black screw-on capt. 


WITH HUMIDIFIER 
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BIG MONEY-MAKING OFFER 


Extraordinary 
Money-Making Offer 


TO TIE IN WITH “NATIONAL HARDWARE WEEK“—April 17-24, 1952 
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“Hostess” 4-piece ALUMINUM CANISTER SET 
Guaranteed rustproof. Large size Flour, Sugar, 
Coffee, Tea. Sparkling polished two-tone finish. 





No. 5023 . 


“Hostess” 3-piece ALUMINUM RANGE SET 
Guaranteed rustproof. Large grease canister with 
strainer and setyof salt and pepper shakers. 


oe BD 
a. DY Hr 
SOU p 
Lg Ne 


bb 
} 


No. 5029 
“Hostess” S-piece POP CORN, SNACK SET 
Guaranteed rustproof. Large 9/2" serving bow! 
and 4—6” individual bowls. Serves salads, 
fruit, nuts, pretzels, candy, etc. 


Heller Hostess Ware White Plains, New York 
Yes—we are interested in your 2 Top Money Making 
Offers. You may ship us as follows 


qty. "a8 OFFER No. 1 qty = OFFER No. 2 
Name 
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City Zone State 


My Distributor is 
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No. 6003— No. 6841 
“Hostess” 8-pc. COLORAMA TUMBLER SET “Hostess” BIG APPLE ICE VAULT 2 8-PiEcE Suggested Dog lovers, 
8 different brilliant Colorama colors. Tasteless, Holds 2 trays of ice cubes cold all eve- TUMBLER SETS etail — 
odorless, alcohol-resistant. In beautiful acetate tube. ning. Smart Colorama colors. 1 4-p IECE TUMBLER SE +0 $13 00 
No. 6005— I 4-n; T . “oa 
“Hostess” 4-piece COLORAMA TUMBLER SET , ad oe COPPER 33 §=6$3.39 aq ay 
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ANODIZED COPPER STEIN SET Pe . Si . 
4 smart mugs for serving drinks. Ideal for 
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No. 6001—"Hostess” BEVERAGE PITCHER. A festive service 
to give new zest to drinks. 2-qt. size.in assorted Colorama colors. 









No. 6012—Hostess” 8-piece 
COASTER or ASH TRAY SET No. 6002—“Hostess” COLORAMA SERVING TRAY. Beauvti- Needed j 
ba 8 salon Stead famed pilose: fully embossed design and scalloped edge make this 14%” garlic Rare home 
‘ ®s, lemon and 





aluminum Tray a most striking hostess accessory. orange slic 
es, etc. 





Packed in beautiful acetate gift box. 


“YOUR TOGAL DisTRIDUYOR CANNOT SUPPLY YOO Wa TMS CONPON “COLORAMA” SERVING AIDS — COLORAMA — Amer- 
ica’s first, finest aluminum “'Hostess-Ware”’ with beautifui, 


Heller Hostess Ware White Plains, New York 
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Gift articles 
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My Distributor is 


Yes—we are interested in your 2 Top Money-Making 4 jewel-like colors scientifically fused into the gleaming alumi- ADVERTISED 
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A $12,000 Volume From a 15-Ft Display 
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Dog lovers, cat lovers, and all, contribute to the $12,000 volume the Carlisle Farm & Home 
Supply derives from this 15-ft display. 











SWEEPING 








Total 
°° $13.00 ve . sates 
1 3.30 Catering to pet owners requires Of no little importance is the 
only a $1,500 inventory investment fact that this high volume line re- | 
4.00 for the Carlisle Farm & Home Sup- quires only a 15 ft. section for dis- | 
F @ ply, Carlisle, Pa., but returns a playing a huge variety of items | 
2.75 5@ yearly volume that ranges between such as pet soaps, powders, and 


© $10,000 to $12,000. sprays, skin conditioners, tonics 


6.00 And not only does the depart- and medicines, pet toys, toilet arti- 
8.00 ment enjoy the best turnover in the cles, harnesses, leashes, collars, 
7.00 store, it also is an excellent traffic bird cages, and bird and fish foods, 
puller, observes Charles E. Kings- and dry, canned or frozen dog 
borough, proprietor. foods. 
1.60 
eee 
5.65 ae 
9.37 
a. 28 
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Gift articles are dramatically presented in this Valentine's Day window display created 


y Hardware House, El Paso, Tex. The 5-ft heart, stuffed with cotton and decorated with 
red satin and netting, featured a $24 brass clock, from the store's gift shop, in the center. 
The display sold two of the clocks within an hour after it was unveiled. 
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OVER 500 NEWSPAPERS 
CARRY ADS LIKE THIS 
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Proved iis 1934 


Cedacoté has been proved in 
actual use by tests of one of 
America’s leading indepen- 
dent testing companies, and 
by the Professor’ of Ento- 
mology of one of the coun- 
try’s leading Universities. It 
bonds to anything. Is as per- 
manent as cedar, and con- 
tains more than twice as 
much fragrant cedar oils 
(which moths detest) as 
cedar wood itself. Cash in 
on this truly great and 
needed product. 


CEDACOTE CORP. 
261 Gayoso 
MEMPHIS, TENN. 
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Check Their Credit in Advance! 


How a Wisconsin firm welcomes newcomers, with 
known good credit standing and invites them te 
open charge accounts 


Many merchants give little 
thought as to the credit rating of 
a new resident until he makes ap- 
plication for charge account privi- 
leges. C. C. Collins & Son, Inc., 
hardware and lumber firm in Madi- 
son, Wis., follows a different pro- 
cedure. 

As a member of the local credit 
bureau the Collins company checks 
as to the credit standing of new 
residents in the city. When it has 
determined that such newcomers 
are good credit risks a letter, such 
as that illustrated, is sent out im- 





gee: estenice MOO! oi 
(uments HAROWARE > PAIN 





‘ ed you are making your hone 
bee eity of friendly 
be one of your friends. 
4 und well estadlished, 
Our firs, - Toagine lumber, fine 


But that's on 
Oh yeu, simoat forgot 





baven't met you. 
visit us et your convenience? 


RIC: MRO 


pT $2.00 worth 
rout ania letter at our store. 
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& Son... INCORPORATED 


> gen UnneaRstTY ANE. MADISON 5, WISE 
APPLIANCES + TOYS 


Seopie and we would like to 


ewan ané paints. r 
lianses ehildren’s toys, 
Heres rape y o tow of the aany items. 


oor own large parking lot 
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to shop for 6 , 
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credit mamager knows you, bat 


We airesdy know you, ora you socept our invitation to 


Gordialiy yours, 


Robert J, Connor 
General Manager 


oo ) AL wa: a - ; 


mediately. In the words of Robert 
J. Connor, general manager, over 
whose signature these invitations 
are issued, “We are inviting charge 
accounts but do not go after the 
fellow whose credit is not good.” 

This pleasantly worded commu- 
nication attracts much new trade 
to the store. 

Proud of the well known brands 
offered by the firm this letterhead 
reproduces, in gray, 10 of these 
trade marks. The firm name is in 
green type, as are the words—Lum- 


Onsin 


Lest 


Ce.orex 






in Madison, It's 


LUMBER « HAROWARE. 


es 


ber, Hardware — Paints — Appli- 
ances — Toys. 

Illustrated is another notice sent 
to numerous customers and pros- 
pects. The color scheme is the same 
as on the invitation, with added red 
arrows and red telephone number. 
The statement, “A one-stop shop- 
ping center with plenty of parking 
space at” is also printed in red. 

The shopping center reminder 
ties the firm’s location, brand names 
and varied lines together in one 
colorful impression. 


COCollins & Som, 


INCORPORATED . 
t206 University ave » MAOISON 5 WISCOmsin 
PAINTS © APPLIANCES « Toys 
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Issued on a colorful letterhead, this 

invitation to good risks to open a charge 

account results in many such applica- 
tions. 
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The Collins story is told at a glance on 

this letterhead size reminder, printed in 

gray, green, red and black. The stock 
is white. 
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Column Display Sells 
Cooking Thermometers 


Several different types of oven thermom- 
eters recently received prominent showing 
on one of the pillar displays at Lind Hard- 
wore & Supply Co., 5211 N. Clark St., Chi- 
cago, Ill. This neat display was the means 
of a good increase in sales of these items 
in the store's housewares department. Other 
accessories shown on the permanent display 
racks around this supporting pillar included 
mitts for removing cooking utensils from 
hot ovens. 


Dairy Days Help 
Build Business 


Although the population of Cler- 
mont, Ia., is only 626, nearly 60 
merchants and professional men of 
the area put on one of the largest 
and most successful Dairy Days 
celebrations in the corn belt state. 

On the second Saturday and Sun- 
day in August, Dairy Days pic- 
tickers received free coffee and 
buttermilk in the shady City Park. 
Hundreds of farm folks from miles 
‘round attended the event. 

Political speakers, vaudeville acts, 
band concerts, baseball games, a 
boxing carnival and tugs of war 
were free events all for visiting 
farmers. Costs of the event were 
plit among the participating mer- 
thants who feel that its Dairy Days 
ire the best advertising and sales 
Promotion this little community has 
fver put on. 
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I ERE’S A SALES AID that will do a job for 
* > H you on Pennvernon Window Glass. It 
sven } has everything—size (11” x 12”), colorful eye- 
appeal and attraction-compelling illumina- 
tion. It’s made of metal in red and purple, 
with a glass face and glowing red plastic 
bands at top and bottom. 
This sign is ideal for your windows, counters, or 
it may be hung on your walk. Anywhere you place 
it, it’s a wonderful reminder to your customers to 
buy Pennvernon—the window glass that’s recog- 
nized nationally as ‘‘window glass at its best’ —to 
repair a broken pane or fix up their storm sash. 

Make sure that you display this Pennvernon 
Illuminated Sign prominently. You'll find it a good 
bet in helping you step up your Pennvernon Win- 
dow Glass sales. 

Your local Pittsburgh Plate Glass Company 
branch or jobber has all the facts. Get in touch with 
him right away. And ask him, too, about the many 
other sales and profit-producing helps available to 
you for promoting Pennvernon Window Glass. 
Pittsburgh Plate Glass Company, 2016-2 Grant 
Building, Pittsburgh 19, Pa. 


rene CINO - window glass at its best! 
PAINTS « GLASS - CHEMICALS - BRUSHES - PLASTICS 









PiTtTrss UR Gu PLATE GLASS COMPANY 
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Eastern pattern 
16 gauge scoop... 


Quality — 
satisfaction — 
brings ‘em back 
for more 







Available in Arrow, Bull’s 
Eyeand Gold Target Brands 
—non-splitting, non-curling, 
normalized steel blades— 
seasoned ash handles and 
precision balance.Theyall add 
upto one thing—customer sat- 
isfaction. And when theyaresat- 
isfied, they'll be back for more! 


And remember, there’s no in- 

ventory confusion when you 
stock Magor’s simplified line. 
Write today for illustrated 
price list. 














@® 7294 MAGOR 
CAR CORPORATION 

—_ SHOVEL DIVISION 
SELLING ORK7.N.Y 
cama 50 CHURCH ST., NEW YORK 7,N.Y. 
BRANDS 






MASTER - POWER + DIGWELL + ARROW 


GOLD TARGET 


BULL'S EYE - 














Hardware and allied 
trade events up-to- 
date in each issue 
of Hardware Age 





National Events 


American Hardware Manufacturers 
Assn., semi-annual convention meet- 
ing jointly with the Southern Whole- 
sale Hardware Assn., April 6-10, 
at the Palm Beach Biltmore Hotel, 
Palm Beach, Fla. Arthur L. Faubel, 
342 Madison Ave., New York City 
17, secretary-treasurer of the manu- 
facturers Association; T. W. Mc- 
Allister, 814 Metcalf Bldg., Orlando, 
Fla., managing director, wholesal- 
ers’ association. 

Builders’ Hardware Show and Con- 
vention, Sept. 28-30, Oct. 1, at the 
Palmer House, Chicago. Sponsored 
by the National Contract Hardware 
Association and the American So- 
ciety of Architectural Consultants. 
John R. Schoemer, managing direc- 
tor, 420 Madison Ave., New York 
City. 

Garden Supply Trade Show, Feb. 5-7, 
at the Hotel Astor, New York City. 
Sponsored by National Garden Sup- 
ply Marketing Bureau, George E. 
Perry, director, 1901 St. Paul St., 
Baltimore 18, Md. 

Hardware Week (irha), April 17-29, 
sponsored by the National Retail 
Hardware Association, 333 No. 
Pennsylvania St., Indianapolis 4, 
Ind. 

Hardware Show, National, Oct. 6-10, 
at Grand Central Palace, New York 
City. Sponsored by National Hard- 
ware Show, Inc., 331 Madison Ave., 
New York City, Frank M. Yeager, 
managing director. 

Industrial Supply Convention, May 
19-21, at Atlantic City, N. J., Spon- 
sored jointly by the American Sup- 
ply & Machinery Manufacturers’ 
Association, R. Kennedy Hanson, 
general manager, 1346 Connecticut 
Ave., N. W., Washington, D. C.; 
the National Industrial] Distributors’ 
Association, H. H. Rinehart, execu- 
tive secretary, 1900 Arch St., Phila- 
delphia 3, Pa.; Southern Industrial 
Distributors’ Association, E. L. 
Pugh, secretary-treasurer, 712 Vol- 
unteer Bldg., Atlanta, Ga. 

International Trade Fair, March 22- 
April 6 at the Navy Pier, Chicago, 


Ill. Executive vice-president John 
N. Gage, Col. U.S.A. (Ret.). Head- 
quarters, Merchandise Mart, Chi- 
cago 54. 

Locksmith’s Convention and Trade 
Show, May 3-4, at the Hotel Park 
Sheraton, New York, sponsored by 
regional and locksmith’s associa- 
tions throughout the U.S.A. Con- 
vention headquarters, 110 E. 59th 
St., New York City; Robert Rog- 
non, chairman. 

National Retail Hardware Association 
Congress, July 14-17, at Statler 
Hotel, Washington, D. C. Rivers 
Peterson, 333 No. Pennsylvania St., 
Indianapolis 4, managing director. 

Paint and Wallpaper exhibit and con- 
vention, Nov. 12-15, at Chicago. 
Sponsored by the Retail Paint and 
Wallpaper Distributors of America, 
Inc., 4903 Delmar Blvd., St. Louis 
8, Mo. 

Southern Wholesale Hardware Assn., 
annual convention meeting jointly 
with the semi-annual convention of 
the American Hardware Manufac- 
turers Assn., April 6-10, at the Palm 
Beach Biltmore Hotel, Palm Beach, 
Fla. T. W. McAllister, 814 Metcalf 
Bidg., Orlando, Fla., managing di- 
rector, wholesalers’ association; 
Arthur L. Faubel, 342 Madison Ave., 
New York City, secretary-treasurer, 
manufacturers’ association. 

Sportsmen’s Show, 15th National 
Sportsmen’s and Vacation Show, 
Feb. 16-24, at the Grand Central 
Palace, New York City. 

Toy Fair, March 10-19, at permanent 
Exhibits in 200 Fifth Ave., 1107 
Broadway, and other year-around 
permanent locations in New York 
City; hotel exhibits at the McAlpin 
and New Yorker. Sponsored by the 
Toy Manufacturers of the U.S.A., 
Inc., 200 Fifth Ave., New York 
City; H. D. Clark, show manager. 

Trade Fair, Chicago International, 
March 22-April 6, Navy Pier, Chi- 
cago, Ill. Headauarters:* Merchan- 
dise Mart, Chicago 54; executive 
vice-president, John N. Gage, Col- 
onel, U.S.A. (Ret.). 


HARDWARE AGE, JANUARY 24, 1952 





Ace §S 
Jan. 
cago 
2355 

Ameri 
chan 
Meet 
head 
Sout 
M. § 
and | 

Coast-t 
zatio 
neaps 
Feb. 
April 

Cotter 
Show 
fice ¢ 
St., ¢ 

Decatur 
Hous: 
headc 
ton, | 

Frankli 
annu: 
pany 
Delay 
F. Le 
eral 1 

Gift, T 
3-6 at 
Franc 
Hotel 
Mart, 
Olym| 
Hotel 
Colun 
Ore. 

Marshal 
spons 


Alabam: 
ventio 
April 
gomer 
1926 
Blidg., 

Arkansa 
ventio 
Robin: 
Heada 
Wayn 
Little 

Carolina 
conver 
at Ch 
Couch 
Charlc 

Californi 
ventioi 
at Fai 
K. B. 
chandi 
secrets 

Connecti 
tion, F 
ford. N 
Southy 

Florida 
Georgi 
ventior 


HARDW 


llied 
p-to- 
issue 
Age 


ent John 
.). Head- 
art, Chi- 


d Trade 
tel Park 
sored by 
associa- 
-A. Con- 
E. 59th 
ert Rog- 


sociation 

Statler 

Rivers 
rania St., 
jirector. 
and con- 
Chicago. 
aint and 
America, 
st. Louis 


re Assn., 
x jointly 
ention of 
Manufac- 
the Palm 
m Beach, 
| Metcalf 
iging di- 
sociation; 
son Ave., 
reasurer, 


National 
n Show, 
Central 


armanent 
ve., 1107 
r-around 
ew York 
McAlpin 
d by the 
» US.A., 
sw York 
manager. 
national, 
jer, Chi- 
Merchan- 
oxecutive 
ge, Col- 


24, 1952 





Regional Events 


Ace Stores, convention and exhibit, 


Jan. 28-30, at Stevens Hotel, Chi- 
cago. E. G. Lindquist, secretary, 
2355 S. Blue Island Ave., Chicago. 

American Hardware Supply Co., Mer- 
chandise Fair and Stockholders’ 
Meeting, Jan. 28-29, at Company 
headquarters, 41 Terminal Way, 
South Side, Pittsburgh 19, Pa. Wm. 
M. Stout, excocutive vice-president 
and general manager. 

Coast-to-Coast Stores Central Organi- 
zation, Inc., 39 S.E. Main St., Min- 
neapolis 14, Minn., Annual Meeting, 
Feb. 17-20; Mastercraft Convention, 
April 6-8. 

Cotter & Co., Spring Merchandising 
Show, Feb. 4-5, at the company of- 
fice and warehouse, 365 E. Illinois 
St., Chicago, III. 

Decatur & Hopkins Co., Spring Open 
House, Feb. 19-22, at company 
headquarters, 93 Berkeley St., Bos- 
ton, Mass. 

Franklin Hardware & Supply Co., 
annual convention, Feb. 5, at com- 
pany headquarters, 918-922 No. 
Delaware Ave., Philadelphia 23, Pa. 
F. Leon Herron, president and gen- 
eral manager. 

Gift, Toy, Housewares Shows, Feb. 
3-6 at Civic Auditorium, Palace, St. 
Francis and Sir Francis Drake 
Hotels, and Western Merchandise 
Mart, San Francisco; Feb. 17-21, 
Olympiz and New Washington 
Hotels, Seattle, Wash.; Feb. 24-27, 
Columbia Athletic Club, Portland, 
Ore. 

Marshall-Wells Stores Congresses, 
sponsored by the Marshall-Wells 


Co., Duluth 1, Minn., at the follow- 
ing places: Duluth, Feb. 11-13; Spo- 
kane, Wash., Feb. 18-19; Seattle, 
Wash., Feb. 20-21; Portland, Ore., 
Feb. 25-26; Billings, Mont., March 
3-4. 

New England Housewares Show, Feb. 
17-19, in Mechanics Bldg., Boston, 
Mass. Sponsored by the Housewares 
Clvb of New England. 

Rehm Hardware Co., Spring Dealer 
Convention and Merchandise Ex- 
hibit, Feb. 12-13, at the company’s 
warehouse, 1501 Blue Island Ave., 
Chicago 8. 

Sportsmen’s Shows: New England 
Sportsmen’s and Boat Show, Feb. 
2-10, at the Mechanics Bldg., Bos- 
ton, Mass. Detroit Congress Sports- 
men’s and Boat Show (includes an- 
nual Detroit News Travel Show), 
March 15-23, 
Grounds, Detroit, Mich. 

Sports Travel and Boat Show, Feb. 
29-March 9, at Civic Auditorium, 


San Francisco, Calif. Sponsored by Y 


California Sports, Travel and Boat 
Shows, Inc., 369 Pine St., San Fran- 
cisco 4. 

Texas Wholesale Hardware Associa- 
tion convention, June 19-21, at the 
Plaza Hotel, San Antonia. Secre- 
tary, Nat Johnson, P. O. Box 386, 
La Feria, Tex. 

Wisco Annual Merchandising School 
and Sales Show, March 25-27, spon- 
sored by the Wisco Hardware Co., 
Madison, Wis., at company head- 
quarters, 15 S. Brearly St. J. A. 
Fitschen is president and general 
manager. 


State Events 


Alabama Retail Hardware Assn. Con- 
vention and exhibit, March 30- 
April 1, at Whitley Hotel, Mont- 
gomery, Ala. Mrs. Euna G. Ramsey, 
1926 Fourth Ave., North Clark 
Bldg., Birmingham, secretary. 

Arkansas Retail Hardware Assn. Con- 
vention and exhibit, Feb. 21-22, at 
Robinson Auditorium, Little Rock. 
Headquarters, LaFayette Hotel. J 
Wayne Tisdale, 604 Rector Bldg., 
Little Rock, executive secretary. 

Carolinas, Hardware Association of, 
convention and exhibit, June 10-11, 
at Charlotte, N. C. Mrs. Sally 
Couch Masten, 118% East 4th St., 
Charlotte, secretary. 

California Retail Hardware Assn. con- 
vention and exhibit, Feb. 11-13, 
at Fairmount Hotel, San Francisco. 
K. B. Jacobsen, 262 Western Mer- 
chandise Mart, San Francisco 3, 
secretary-manager. 

Connecticut Hardware Assn., conven- 
tion, Feb. 6, at Hotel Bond, Hart- 
ford. Ned Russell, Harris Hardware, 
Southport, secretary. 

Florida Retail Hardware Assn. and 
Georgia Retail Hardware Assn. con- 
vention and exhibit, May 19-21, 
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at George Washington Hotel, Jack- 
sonville, Fla. W. W. Howell, P. O. 
Box 183, Waycross, Ga., executive 


manager. 
Illinois Retail Hardware Assn. con- 
vention, Feb. 26-28, at Chicago. 


Convention at Sheraton Hotel, ex- 
hibit at Navy Pier, W. F. Ewert, 
1194 Merchandise Mart, Chicago 54, 
managing director. 

Indiana Retail Hardware Assn. con- 
vention and exhibit, Jan. 29-31, 
at Murat Temple, Indianapolis. 
Headquarters, Lincoln Hotel. G. F. 
Sheely, 333 N. Pennsylvania St., 
Indianapolis 4, managing director. 

Intermountain Assn., convention, Feb. 
11-12, at Boise Hotel, Boise, Idaho. 
Leon L. Weeks, 211 Continental 
Bank Bldg., Boise, secretary. 

Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 12-15, at Des 
Moines, Iowa. Sessions, Hotel, 
Savery; exhibit, Iowa Exhibit Bldg., 
State Fair Grounds. Philip R. Jacob- 
son Mason City, secretary. 

Michigan Retail Hardware Assn. con- 
vention and exhibit, Feb. 19-21, 
at Grand Rapids. Sessions, Hotel 
Pantlind; exhibit, Civic Auditorium. 


at the State Fair // 
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Since 1836 


Sell the hammers millwrights 
and carpenters ask for. Only 
hammers with the exclusive 
nail holding device that saves 
time and labor. Cheney 
Hammers have been known 
and used all over the world \ 
since 1836. 

Order some Cheney Nail 
Holding Hammers from your 
hardware jobber today and 
watch your hammer sales 






\ 
\ 


increase. 





ESTAS. 1830 
wenny CHENEY “covs"* 


RITTLE FALLS, w. Y., U.S. A. 


Soles Representatives 
JOHN H. GRAHAM & CO., INC. 
Hew York, W. ¥. 
SAWFORD BROTHERS (—Tegitih 
Chattanooga, Tenn. 


















































H. W. Schumacher, 1916 Olds Tower 

Bldg., Lansing 8, manager. 

Missouri Retail Hardware Assn. con- 
vention and exhibit, Feb. 19-21, 
Jefferson Hotel, St. Louis. Harry F. 
Scherer, 1180 Arcade Bldg., St. 
Louis, secretary. 

Nebraska Retail Hardware Assn. con- 
vention and exhibit, Feb. 19-21, at 
Omaha. Sessions, Hotel Paxton; ex- 
hibit, Auditorium. C. A. McCoy, 325 
Insurartce Bldg., Lincoln 8, secre- 
tary. 

New England Hardware Dealers’ 
Assn., convention and exhibit, Feb. 
20-22, at the Statler Hotel, Boston, 
Mass. Executive secretary, Russell 
R. Mueller, 185 S. Dartmouth St., 
Boston 16. 

New York State Retail Hardware 
Assn., convention and exhibit, Feb. 
12-14, at Buffalo. Sessions, Statler 
Hotel; exhibit, Memorial Audito- 
rium. N. H. Kiley, Hills Bldg., 
Syracuse 2, secretary. 

North Coast Retail Hardware Assn., 
convention, Feb. 3-5. Multnomah 
Hotel, Portland, Ore. D. D. Stewart, 
714 American Bldg., Seattle 14, 
Wash., secretary. 

North Dakota Retail Hardware Assn., 
convention and exhibit, March 25- 
27, at Fargo. Exhibit and meetings, 
Crystal & Avalong Ballroom; head- 
quarters, Graver Hotel. Miss E. J. 
McGrann, 54% Broadway, Fargo, 
secretary. 

Ohio Hardware Assn. convention and 
exhibit, Feb. 4-7, at Cleveland. Ses- 
sions, Statler Hotel; exhibit, Public 
Auditorium. John B. Conklin, 198 
So. High St., Columbus 15, secre- 
tary. 

Oklahoma Hardware & Implement 
Assn. convention and exhibit, Feb. 


5-7, at Municipal Auditorium, Okla- 
homa City. Robert K. Thomas, 515 
Midwest Bldg., Oklahoma City, 
secretary. 

Southern California Retail Hardware 
Assn. convention and exhibit, Feb. 
19-21, at Long Beach. Sessions, 
Wilton Hotel; exhibit. Municipal 
Auditorium. A. C. Kammeier, 416 W. 
8th St., Los Angeles 14, secretary. 

South Dakota Retail Hardware Asso- 
ciation convention and exhibit, April 
1-3, at Cataract Hotel, Sioux Falls. 
O. R. Baily, 1300 So. Jefferson Ave., 
Sioux Falls, secretary. 

Tennessee Retail Hardware Assn. 
convention, Feb. 17-19, at Nashville. 
Morris Jones, P. O. Box 784, Nash- 
ville 2, secretary. 

Texas Hardware and Implement Assn. 
convention and exhibit, Jan. 28-30, 
at Dallas. Sessions, Baker Hotel; 
exhibit, Baker and Adolphus Hotels. 
Ray M. Souder, 822-23 Texas Bank 
Bldg., Dallas 2, secretary-manager. 

Tri-State Hardware and Implement 
Assn., convention, Feb. 10-12, at 
Herring Hotel, Amarillo, Tex. M. 
D. Shepherd, Canyon, Tex., secre- 
tary. 

Virginia Retail Hardware Assn. con- 
vention and exhibit, March 25-27, 
at Hotel John Marshall, Richmond. 
George T. Omohundro, Jr., Scotts- 
ville, secretary. 

West Virginia Retail Hardware Assn. 
convention and exhibit, Feb. 18-20, 
at Waldo Hotel, Clarksburg. James 
C. Fielding, 1628 McClung S&t., 
Charleston 1, secretary. 

Wisconsin Retail Hardware Assn. con- 
vention and exhibit, Feb. 5-7, at 
Auditorium, Milwaukee. Headquar- 
ters, Schroeder Hotel. H. A. Lewis, 
Stevens Point, secretary. 





GOLD SEAL TAPE 


Users know they can depend on 
Gold Seal to produce better taped 
joints. Yes, and more joints per 
roll. Gold Seal Tape goes further 
because there’s less waste. Features 
like these mean satisfied customers, 
and satisfied customers mean re- 
peat business . . . more sales and 
profits for you. Packaged in single 
rolls and 10-roll containers. Jenkins 

- Bros. (Rubber Div.), 100 Park 
Ave., New York 17, N., Y. 


FRICTION and RUBBER TAPES 
MADE BY JENKINS BROS. 
MAKERS OF FAMOUS JENKINS VALVES 








HARDWARE HUMOR 
By Hardware Age 
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"| don't think we carry rabbit planes, but these electric 
clippers will do a good job shearing your rabbits.” 


HARDWARE AGE, JANUARY 24, 1952 




















20,006 
alrea 
ing / 
on th 
leade 
to an: 
flare 
head 





washi 





for cle 
tails f 





HARDW 









um, Okla- 
omas, 515 
ma City, 


Hardware 
libit, Feb. 

Sessions, 
Municipal 
er, 416 W. 
secretary. 
are Asso- 
ibit, April 
oux Falls. 
rson Ave., 


re Assn. 
Nashville. 
8&4, Nash- 


ent Assn. 
an. 28-30, 
ar Hotel; 
us Hotels. 
xas Bank 
manager. 
mplement 
10-12, at 
Tex. M. 
X., secre- 


ssn. con- 
ch 25-27, 
tichmond. 
.» Scotts- 


are Assn. 
eb. 18-20, 
‘g. James 
ung St., 


issn. con- 
. 5-7, at 
[eadquar- 
A. Lewis, 


24, 1952 











AUTOWASH 


TK FOR OVER TEN YE 















Place 
your order 
for AUTOWASH 
today. Compare AUTO- 
WASH sales with that of any 
other fountain type brush. AUTO- 
WASH combines construction fea- 
tures with sales features. AUTO- 
WASH is the ideal brush for washing 






Model 840L with 
36 aluminum handle 












RE 
Pee YOUR cars, trucks, screens, windows, 
PROFIT boats, floors, or for any wash job 





where you want a steady stream 
of water to rinse, as you 
wash, as you clean. 















"3.98 1.48 


20,000 dealers have 

already made a good profit sell- 
ing AUTOWASH. Now you too can cash in 

on this ready market. AUTOWASH is a sales 
leader at a leading price. AUTOWASH attaches 
to any hose, soft pliable blended horsehair bristles 
flare to a wide 4-1/2". Rubber bumper around sturdy 
head protects automobile finish. 


IF YOUR JOBBER 
CAN'T SUPPLY YOU 

WITH AUTOWASH 
USE THIS COU- 
PON. 


. 


SES BEB BRB eBeeee 
Enter our order for 

shipment of the follow- 
ing AUTOWASH brushes: 


REPLACEABLE BRUSH HEAD retails 
for $1.50. It's simple to screw new head 
on either length brush. STIFF FIBRE 
REFILL PLASTIC BRISTLE HEADS for 
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washing houses, floors, etc. retails $.85. 


dozen No. 840L with. 
36"' handle. 
dozen No. 840 with 9" handle. 






Model 840 with new 9" aluminum 


handle has all the same quality con- Firm Name ......-eeee cece cccccees 
struction features of 840L. Ideal . 
for cleaning where a shorter handle is practical. Re- Signature PSS SE O'S SS SSS er ee SS ee 
tlie Ser S548. Tour peers 6 Sigh O00. po rrr rrrrrTTrererrreT rere 
1501 4th Ave., South City eoececeoeeeeeoeeeee Zone. ee State “TT ee 
FLOUR CITY BRUSH CO. Minneapolis 4, Minn ' 
Beer’ S THAMES... ccc cccccrcccesseees « 


PACIFIC COAST BRUSH CO. Los Angeles 21, Calif 
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Latest Information on New Hardware Merchandise 





(Continued from page 13) 
tions. 


from place to place. 





Mfg. Co., 2420-60 W. George St.. 
Chicago 18, IIl. 


Infra-red Brooder 


New four-lamp Steber infra-red 
heat lamp brooder is designed to 
brood 250 chicks. A 17-in. hood 
protects the lamps, and four heat- 
resisting sockets are securely 
mounted and factory wired. Wafer 
thermostat controls two of the 
lamps for maximum utilization of 





electrical power. There is a loop 
hanger, and a cord and plug are at- 
tached. Steber Mfg. Co., Broad- 
view, IIl. 


New Brushes 


New Wonder-Wisk ceiling and 
wall brush for interior use comes 
with a 2 ft. and a 4 ft. handle that 
can be converted into a 6 ft. length. 
The head converts into three sepa- 
rate brushes, and each has been 
designed for a number of specific 
cleaning jobs or can be used as a 
complete brush. Brushhead is 
made of hard maple, set with white 
Durostyrene bristles. There are 
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Valancelite has no glare or 
reflections, and can easily be moved 
Markstone 


also two new versions of the 
Wonder- Wand Fountain Brush. 
Super Wonder-Wand, retailing at 
$4.95, comes with a 4-ft. alumi- 
num handle and hose attachment. 
Standard Wonder-Wand has a 3-ft. 
handle, and retails for $3.95. West- 
ern Home Products Co., Allen- 
dale, N. J. 


Range, Metal Polish 


Now available to hardware deal- 
ers is this polish, Pearl range re- 
frigerator and metal polish. It cuts 
burnt-on grease, dissolves rust, and 
works on brass, copper, porcelain, 





chrome, stainless steel and monel 
metal. It is packaged in half-gallon, 
32, 16 and 8 oz. containers, and 5 
and 1 gal. containers for commer- 
cial use. Pearl Polishes Inc., 85 
Leroy Ave., Buffalo, N. Y. 





Dish Drainer 


A new dish drainer, the Pretty- 
ware Square Cornered Dish 
Drainer, features square corners 
that are designed to fit any sink. 
It comes in four sizes, and is made 
of steel with a covering of Pretty- 
prene that will not fade, crack or 
peel, and gives full-cushioned pro- 
tection for china and glassware. 
Retail prices range from $1.98 for 
a twin sink size to $3.98 for the 
large deluxe basket with stand-up 
silver compartment. Pretty Prod- 
ucts, Inc., Coshocton, Ohio. 





Two-Door Refrigerator 


There are nine full length single 
door models in the 1952 Philco re- 
frigerator line, as well as three 
two-door models with Automatic 
Defrost. Shown here is Model 1028, 
the new 10 cu. ft. model with two 
doors and automatic defrost. There 
is a covered meat. storage tray, and 
large double crispers of white por- 
celain-on-steel with plastic fronts, 
covered by glass. The separate 
freezer has a 49 lb. capacity and is 
enclosed by a door of its own. De- 
frosting works quickly so _ that 
freezer foods are unaffected. Re- 
frigerator measures 61x29x30 in., 








and has a capacity of 10.1 cu. ft. 
Philco Corp., Tioga & C Sts., Phila- 
delphia 34, Pa. 


Little League Ball Shoes 


For youngsters between age 8 
and 12, here is a new baseball shoe 
that conforms to Little League 
baseball team rules. The shoe is 
made of genuine leather with a 
one-piece pliable sole and moulded 
rubber cleats that are safe. There 





is a leather sock lining and coun- 
ter pocket, reinforced elk tanned 
leather, sturdy lock stitching on 
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Hodell Dog Chain assort- 
ment includes 12 chains 
complete with snaps and 
holders, on attractive two- 
color metal display hanger. 



























QUSEHOLD 
CHIN 






Your customers are pre-sold—they know the 
Hodell name! Plan now to stock the full 
line of Hodell Chain—display it where the 
Hodell ‘‘Silent Salesman” can catch your 
customers’ attention! 












Hodell Household Chain counter display contains 
four most popular sizes of small chain for house- 
hold use. 50 feet of each per reel: No. 16 Single 
Jack, No. 2/0 Safety, No. 18 Register, No. 7 Bulldog, 


a — is Zz ~ oa % 
Pa Rn slags 
Hodell “Chainvender” is available Hode'l Porch Swing Chains are " G a iL i 
with six different fast-selling as- kaged one complete set to 


sortments. Put it together with 4 a carton, clearly and color- 


drums of Proof Chain in the four fully labeled. 
most popular sizes for a complete, 

Hodell Chain Company, Cleveland 3, Ohio 
Div. of National Screw & Mfg. Co. 














compact chain department. 








Your Best Seller 


because it's your customer's 


BEST BUY! 


MODEL 702 


PARK 


TOOL BOXES 


PARK offers you a complete line of top- 


quality tool boxes ... designed and 
priced to sell fast . . . and built to give 
years of service. All the features your 
customers want are built into the finest 
boxes made . . . by PARK. 


WRITE: For inf ati on Pp 
OR CALL YOUR JOBBER 


PAR MANUFACTURING CO 


GRANT PARK, ILLINOIS 


lete line 



























( Here's the one that \ 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WILL NOT SHRINK 
STICKS AND STAYS pir 
\ . ~~ 











Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 










S) DONALD 
DURHAM 















year.” What's more, 
Durham’s Rock- eens 
Hard Water Putty lewe 





gives you by far the 
best profit-margin on_ 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. ¢ Packed twelve 1-lb. cans or six 
1-1b. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
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WHAT'S NEW 








sole and brass eyelets. Style 715 
comes in whole and half sizes from 
1 to 5144; Style 720 comes in whole 
and half sizes from 6 to 8. Boston 
Athletic Shoe Co., 72 Second St., 
Cambridge 41, Mass. 





Combination Tube Bender 


Here is a new combination tube 
bender, No. 362-F, that bends both 
4 and % in. OD copper, aluminum, 
brass and other soft, thin-wall 
metal tubing. A dual size shoe and 
mandrel allows two different sizes 
of tubing to be bent without chang- 
ing any parts. The steel and alumi- 
num bender is of two piece con- 























struction and quickly comes apart. 
Bends can be made to.any angle up 
to 180 deg., and bender is calibrated 
to show degree position. Overall 
length is 21 in., weight is 3 ibs. 
Imperial Brass Mfg. Co., 1200 W. 
Harrison St., Chicago 7, IIl. 





New Dishdrainers 


Two new Artwire double duty 
dishdrainers were introduced at 
the Housewares Show. No. 119 
measures 17x13x334 in. and has 
silver trays at both ends for con- 
venience. The Vinylite coating 
will not chip, peel or become sticky 
from contact with greases, oils, 
soap or hot water, and the super- 
permanent gloss finish will last in- 
definitely. No. 120 dishdrainer is 
the large family size, 1914x1514x 
41% in. It has solid rubber legs 
sealed on with Top Kushion Koat- 
ing, keeping moisture out, giving 
longer wear and insuring against 
pulling off. Artwire Creations, 
Inc., 41 Wayne Ave., Suffern, N. Y. 


Infra-Red Broiler 


Here is the new Everedy chrome, 
open-faced infra-red broiler, com- 
bining compact design and high 





broiling efficiency. Features include 
ease of cleaning, a minimum of 
storage space, heat-resistant plastic 
handles and feet, and a colorful 
recipe booklet accompanies each 
broiler. The Everedy Co., Fred- 
erick, Md. 





Wall, Alarm Clocks 


New electric wall clock, shown 
here, is called Pageant and has a 
large wide-angle vision crystal for 
easy reading, chocolate colored 
hands, and minute dots, red sweep 
second hand, hour dots, and current 





interruption indicator. The dial is 
framed in silver, and the clock 
itself is in red, yellow, green and 
blue. Minstrel is another new 
ivory colored alarm clock, with 
light hands, numerals and hour 
dots, brown dial and red sweep sec- 
ond hand. The back is winged and 
the base provides good stability. 
Telechron Dept., General Electric 
Co., Ashland, Mass. 
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New Window Material 


New Arvey Vimlite 300-CW wire 
reinforced window material, utiliz- 
ing a 10x10 steel wire mesh rein- 
forcement coated with Tenite plas- 
tic, replaces No. 300-W, which has 


No. 300-C W 
VIMLITE 
10 MESH 


WIRE 
REINFORCED 





been discontinued. The new Vimlite 
combines transparency and ultra- 
violet transmission with strength 
and durability, and it will perform 
in every way like the 300-W which 
it resembles in appearance. Arvey 
Corp., 3462 N. Kimball Ave., Chi- 
cago 18, Ill. 


New Fishing Lure 


A new fishing lure, developed for 
all types of fresh and salt water 















AGAIN! 
YOU CAN BUILD PROFITS 
WITH REPUTATION 





















se. 
oe Y 


LIGHTWEIGHT 


1 
1} 
| 


Sie” 
+ 


PRICED 


CORRECTLY HARDENED 
JAWS AND TEETH 


RUST AND CORROSION RESISTANT 





fish, is called Doo-Dadd. It is 
equally effective for casting or | 
trolling, or can be used with a 
spinner or troll for lake fishing. | 
Made of aluminum and available in 
a variety of sizes and colors, with 
mustad treble hooks securing it 
directly to the line by means of a | 
wire connection. Sizes 134, 134 and | 
21% in. sell for 95¢, and the 7% in. | 
size costs $1.15. Luhr Jensen & 
Sons, Hood River, Ore. | 





Hand Screw Driver 


Here is a new type of hand 
driver, Hy-Pro Phillips Hand-Driv- 





| 





ers, with removable Phillips insert | 
bits for driving screws with Phil- 
lips recessed heads. The Phillips 
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The GMa. Stillson 


with the New Finish 
— Standard of Quality Since 1869 


Today, the Walworth GENUINE Stillson 
wrench is sold at hardware counters all over 
America. Design- and quality-wise, it is 

the standard by which all other wrenches may be 
judged, and it is known everywhere as the 

wrench with “TEETH THAT KEEP THEIR BITE.” 

A new process of heat treating, and a special electroplated 
zinc coating makes the Genuine Stilison hard, strong, 
tough, rust and corrosion resistant. 

The Genuine Stillson comes in a full range of sizes from 6” to 48” 
...and with the ever-growing demand it will pay you to have 
a stock of Genuine Stillsons on hand. 

Order from your jobber. 


WALWORTH 


valves and fittings 
60 East 42nd Street, New York 17, N. Y. 


a 


IN PRINCIPAL CENTERS THROUGHOUT THE WORLD 
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Make a GOOD 
PROFIT at a 
POPULAR PRICE 





No. 74 
CONSTRUCTED 


and 


WELL 


ATTRACTIVELY 
FINISHED 





SS 
No. D77 
EXCELLENT VALUES 





No. 78 and 178 


Write to us today for our new 
jobber catalog pages illustrating 
the complete line of CHAMPION 


Screen Hardware. 
The 
BIAWIVUAMIATTIA\VALI MALE 


GENEVA, ONLO 
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insert bit is made by a reverse cold 
heading process, similar to that 
used in cold heading the Phillips 
recess in screws, so dimensions of 
both screws and bits are controlled 
by the same master tools. Bits are 
made of special alloy steel. Hand- 
Drivers and removable bits are 
packaged six to a box designed for 
use as an attractive counter display. 
Continental Screw Co., 429 Mt. 
Pleasant St., New Bedford, Mass. 


Salad Serving Set 


Here is an olivewood and ceramic 
salad serving set, handsomely fitted 
upon an antique-finish wall rack. 
The set has a twin cruet for vine- 
gar and oil, each section having a 





1-pt. capacity, a funnel, and a large 
fork and spoon. The three avail- 
able styles are in ivy, shown here, 
olive, or floral design. Suggested 
retail: $14.95. George S. Thompson 
Corp., South Pasadena, Calif. 





Junior Fishing Rod 


Featured at the NSGA show was 
the new Hopalong Cassidy Magic- 
glas fishing rod for the junior 
trade. It is a real fishing rod, with 
a black and white model detachable 
pistol grip handle. The Magicglas 
solid glass tip has regular chrome 
stainless steel guides and top, 
nylon windings. The handle, shaft 
and bag are all branded with the 
name and picture of Hopalong Cas- 
sidy in color. Available in 3, 3%, 
4, 4%, and 5 ft. lengths. Retails 
for $5.95. Southwester Co., 2130- 
40 S. Kedzie Ave., Chicago 23, IIl. 


Household Brush Deal 

This new 19x14 in. brush mer- 
chandiser, which holds 32 colorful 
plastic bristled household brushes, 





is for use with Deal No. 52. There 
are 66 brushes in Deal 52, includ- 
ing 12 each of bowl, hand and two 
kinds of vegetable brushes, and six 
each of bath, lint-chaser, and scrub 
brushes. They come in five as- 
sorted colors with hardwood blocks 
and handles, and replacements are 
easily available in stock. The mer- 
chandiser identifies each brush, and 
there is a partition or slot for each 
item. National Brush Co., Aurora, 
Til. 


Wall Bracket 

Here is a new large-area wall 
bracket, designed to blend with all 
styles of furniture. It features an 





oak leaf motif and has three “‘Easy- 
Gro” 4-in. pots. The overall height 
and width is 24 in. Available in 
white with white or assorted pots, 
and green finish with pots to match. 
George Koch Sons, Inc., Evansville, 
Ind. 
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Sealer-Coater 


Two-coat-a-day wall painting is 
uniformly possible with Du Pont 
Sealer-Coater, which dries in less 
than two hours under normai con- 
ditions. It applies easily with little 
drag under the brush, and can be 
applied over dry wall construction, 
wall board, oil type flat wall paints 
or enamels, resin-emulsion paints 
and bare plaster. It is good as an 
undercoat for deep tone flats that 
need a well-sealed surface, and has 
excellent hiding qualities. Comes 
in semi-paste form, to be thinned 
with 1 to 1% pts. of water per gal. 
for brush application. F£. J. du Pont 
de Nemours & Co., Wilmington, 
Del. 


Freezer Tape 


New “Scotch” brand freezer tape 
for permanent, moisture-proof seal- 
ing of frozen food packages in the 
home is now available nationally. 
The tape seals and holds all types 





of locker paper, films, foils, bags, 
etc., and the creped paper backing 
of the tape provides flexibility and | 
permits identification markings to | 
be made. Comes in a %4-in. width 
on a 108-ft. roll. Retail is 98¢ per 
roll. Minnesota Mining & Mfg. Co., 
900 Fauquier St., St. Paul 6, Minn. 


Gate Hook 


This No. 5345 Anchor Brand 
gate hook is a new, self-locking, 
all-purpose gate hook for farm, 








—— 


ranch and home use, that comes in 
4, 5 and 6 in. sizes. It has a 
weatherproof, wire bale swivel that 
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KESTER 
METAL MENDER 


IT SELLS for you 
§IT SELLS again and again 


The original small package of Acid-Core Solder 
introduced 30 years ago! Often imitated but never equaled. 
The flux is of the Kester proven formula .. . correct 
diameter (1/8th inch) for best work. 
Remember, Kester is not a solder with /ess Tin 
so that it can be offered to you at a lower price. 


FREE: “Soldering Simplified” 16 page booklet on 
how to solder most anything. Write for your supply. 


KESTER 


KESTER SOLDER COMPANY 
4207 Wrightwood Ave., Chicago 39 


Newark 5, New Jersey @ Brantford, Canada 


SOLDER 
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G*B WIRE FABRICS 


GIVE 


YOU 


More Selling 
Geatures 


for MORE SALES! 


PERMA-NETTING 


WELDED NETTING 
* x *- * * 






@ New and Better 2” Poul- 
try Netting 
@® Easier to erect — Just 
Hang It — No Stretching 
@ Longer lasting 18-3%4 ga. 
at price of ordinary 20 
ga. Galv-AFTER 
Greatest improvement in 
poultry wire in 50 years 





















pEnma-G 


“<5 PERMA-GARD 
WELDED SPAETH! 


e@ Stiffer and Stronger — 

Wire has greater tensile 

strength 

Galvanized After Weld- 

ing — Lasts years longer 

— No burned intersec- 

tions 

@ Flush trimmed at angle 
for smooth edges 

Also Galvanized Before 

Welded Fabric where longer 

life is not a factor 


HEX 
NETTINGS 


e@ Complete variety of 

both Light and Heavy 
Grades to suit every net- 
ting purpose 


HARDWARE 










e@ Full range of mesh — in- 
cluding popular grades 
of Heavy Cloth to fit all 
applications 

Most modern equipment 
for hot dip galvanizing 
produces brighter faster 
selling fabric with long- 
est life 


WIRE INSECT 
SCREENING 


In Three Price Classes 





@ Acme — Electro-Galvan- 
ized Cheapest first cost. 

@ Bronze — Bright and An- 
tique High first cost but 
longest life 

@ Pearl — Richly beautiful 
and durable. A plastic 
coated screening at a 
medium price 


Most 
COMPLETE 
LINE OF 

WIRE FABRICS Ze 
Made by One 
G 






Manufacturer. 





GILBERT & BENNETT 
CG. 


FE ISLAND ILL 


MFG. 


RGETOWN CONN . 








WHAT’S NEW 








acts as a gravity-operating lock- 
ing device and permits secure fast- 
ening and quick release. North & 
Judd Mfg. Co., New Britain, Conn. 


Bait Box 


Here is a new bait box, the My 
Buddy Air Breather Bait Box, that 
will keep small bait, such as angle 
worms and night crawlers, alive 
indefinitely. A loop and slot built 
on the back allow the box to be 
fastened to a belt or the side of a 





boat. The loop enables the box to 
be turned from top to bottom, al- 
ways keeping the bait on top. Strat- 
ton & Terstegge Co., 1501 W. Main 
St., Louisville 1, Ky. 


Hack Saw Frame 


Here is the Great Neck No. 50 
Hack Saw Frame with pistol grip 
handle for better grip and proper 
balance, made of durable, non-toxic 
plastic. Blades can be faced to cut 
at four different angles and rust- 
free plated screws hold frame and 
handle secure for the life of the 





tool. Adjustable frame is for 8, 10, 
and 12 in. blades, and is furnished 
with the Great Neck standard 10 
in. tungsten blade. Great Neck Saw 
Mfrs., Ine., Mineola, L. I., N. Y. 


Four-Battery Case 


Four small mercury cell “A” 
batteries for hearing aids can be 
stored in this plastic case, which 
measures only 34-in. in diameter 





and 234-in. long. It comes in a va- 
riety of colors, and fits easily into 
pockets or pocketbook. The bat- 
teries shown here are General Dry’s 
RG-1, % in. in diameter and length. 
General Dry Batteries, Ine., 13000 
Athens Ave., Cleveland 7, Ohio. 





Portable Window Fan 


The newest addition to the Rex- 
Airate line of window fans is Cas- 
aire, a 14- and 16-in. portable win- 
dow fan for steel casement win- 








Neoprene cushioning cuts 
down on noise, and there is a rear 
grille for extra safety. The sealed 
motor is life-time lubricated, and 
the four aluminum blades give 


dows. 


greater air volume. Measures 
19x19x9 in., weighs 25 lb., and is 
finished in Hammerloid green and 
white. Air Controls, Inc., 2310 Su- 
perior Ave., Cleveland 14, Ohio. 
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Soldering Gun 


This new Wen Soldering Gun 
has a “quick-hot” transformer that 
heats instantly when the trigger is 





pressed and cools when the trigger 
is released. The gun is light, has 
a long tip for hard-to-reach spots, 
and a light illuminates work. Oper- 
ates at 250 watts on 110-120 volt 
current, and is guaranteed for a 
year. Retails for $12.95. Wen 
Products Co., 5806 Northwest 
Highway, Chicago 31, IIl. 





Garden Gloves 


New deluxe garden gloves, called 
Gard’nettes, are two-tone green, 


watertight, vinyl coated and “in- 





terlock” knit lined. They come in 
small, medium, and large sizes, and 
retail at $1.89. An _ attractive 
counter display is available. Pioneer 
Rubber Co., Willard, Ohio. 





Home Paint Stirrer 


A paint stirrer, called Prop, has 
been designed for home use. Prop 
Sr. fits quarts and gallons, and 
Prop Jr. is for use with quarts 
and pints. Blades go deep into the 
paint can, and are turned by a 
crank to stir for correct color, cov- 
erage, and consistency. It keeps 
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DO WE ‘ 


AREASON?Z | 


We could offer you a lot of facts \ 

about Puritan Sash Cord... 

microscopic pictures of the fibers | 

. . results of endurance tests . . 

testimonials from satisfied users | 
. but we think you'd rather 

look at this young lady. | 

After all... Puritan quality has 

been a by-word since 1909.... J 

and this year Puritan is advertis- 

ing in Life, True Story, Family ] 

Circle, Good Housekeeping, 

True Experiences, Radio Tele- / 

vision Mirror, True Love Sto- 

ries, Photoplay and True Ro- 


mances. 


a 





& went ae ory 
> Guaranteed by” @ 
‘Good Housekeeping 


No a 
CT AS apveariseo WE 




















PURITAN CORDAGE MILLS (MFGRS.) LOUISVILLE 6, KENTUCKY 
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A ROD FOR EVERY 
FISHERMAN 


@ For fly or bait casting, troll- 
ing or spinning .. . for stream, 
pond, bay, surf, pier or boat 
. there’s a Union Hardware 
rod to meet your customer's 


want ... in glass, bamboo or 
steel . . . with plenty of profit 
for you. 


Tops in quality, Union Hard- 
ware rods are designed and 
built to standards based on 
Union Hardware’s more than 
fifty years in the fishing rod 
business . . . and both you and 
your customer will know that 
their prices are right. 


The Gillie, illustrated, is typi- 
cal of the “fish-ability” and 
value built into Union Hard- 
ware’s line of Nyglax (tubular 
glass) rods. With quick-action 
tips designed to set a hook, 
and powerful butts to give 
control under all conditions, 
Union Nyglax rods fulfill a 
fisherman's dream of rods with 
the sensitivity of bamboo, the 
strength of steel . . . and dur- 
ability that no other material 
yet matches. 


It will pay you to ask your job- 
ber for Union Hardware rods. 
A copy of our latest illustrated 
catalog is yours for the asking. 
Write us directly . . . today. 

Union Hardware Roller Skates 


Set The Standards 
Others Try To Meet 


BEVEReE NY 


( HARDWARE COMPANY ) COMPANY 


IVNIUJI 
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hands clean, makes a convenient 
brush wiper, and even allows the 
brush to hang from it. Marien 
Metal Products Co., 1220 E. Nine 
Mile Rd., Hazel Park, Mich. 


Pneumatic Rifle 


Here is a sturdy, precision-built 
pneumatic rifle, with a larger, more 
comfortable military style stock. 
Extra-power through additional 
pumping will not air-lock the valve 
action, and each rifle is test-fired 





for performance and grouping. Re- 
tail price is $13.50. Crosman Arms 
Co., Inc., Rochester 20, N. Y. 


Denim Cap 


One of the new caps in the 1952 
Congo line is Model 572, made in 





faded denim. It comes in blue, red 
and green, and has a Texon visor 
with self underbrim. The Brearley 
Co., Rockford, IIl. 


Electric Dehumidifier 


Here is a compact 20 ft. cabinet- 
like electric dehumidifier that can 
remove up to 3 gal. of water from 
the air every day, and dehumidify 
an enclosed space up to 10,000 cu. 
ft. It requires no special wiring, 


plumbing or permanent installa- 
tion, and can be plugged into any 
conventional 115 volt AC outlet. 
The steel-cased unit is finished in 
blue-gray enamel, and measures 





24x24x19 in. Suggested retail is 
$151.50. A timer clock, that turns 
the unit on and off for prede- 
termined periods each day, sells as 
an accessory at a suggested retail 
of $9.95. Westinghouse Electric 
Corp., Springfield, Mass. 





Rubber Riser Carpeting 


New rubber riser carpeting, 
called Carpetred, which has the en- 
durance of rubber and a carpet- 





like texture, covers the back of the 
step as well as the step itself. 
Available in 18 and 24 in. widths, 
and in wine, green, gray, blue and 
beige. Carpetred is easily installed 
with upholstery tacks or linoleum 
paste. Retail price of 18 in. width 
is about $1.29 each, and about $1.59 
each for the 24 in. width. The Buz- 
baum Co., Canton, Ohio. 
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Glazing Compound 


A-new 1-lb. can of elastic glazing 
compound, called “E-Z Glaze,” has 
just been introduced on a colorful 
counter card. It is intended pri- 





marily for home use, but commer- 
cial size packages are also available. 
The display is free. Lorimer Paint 
Works, Inc., 216 Seigel St., Brook- 
lyn 6, N. Y. 


Electric Iron 


A new model in the Arvin line of 
electric irons is Model 2100B, Ar- 
vin’s popular Model 2100 iron, with 
a streamlined handle and control 
dial in black plastic. Retail price is 
$9.95. Former Model 2100 is now 
designated Model 2100R, with a red 
plastic handle and dial, and retails 
at $10.95. Arvin Industries, Colum- 
bus, Ohio. 


Folding Caddy Cart 


A new folding caddy cart, called 
Caddy Master, features finger- 
touch folding action that permits 





opening or closing the cart in sec- 
onds. An adjustable handle as- 
sures perfect balance regardless of 








Plus:' 


Write for Literature and Prices 
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HIRSCH-WEIS DELUXE 
Available in cotton 
or linen. 





e Sure-Fire Point-of-Sale Aids 
e A Guaranteed Product! 


@ The Oldest, Best-Known 
Trade Mark of All! 





High-quality Hirsch-Weis cotton Water 
Bags are packed in “Baker’s Dozens” (13 
per carton). The extra water bag is yours 
—FREE—as an extra profit bonus! The 
carton converts into an attractive display 
for your counter or window! Don’t be 
caught short —carry a complete line of 


HIRSCH-WEIS LO-BOY 
Open or closed top. 


INCREASE YOUR WHITE STAG 
EVERGREEN SATURATOR SALES 






















Hirsch-Weis Water Bags! Fa mI with this 
we SE - eM NEW 
SALES-TESTED rt t! { if Self-Service 
DISPLAY SN E-IE  pispLay 
And for only $1 with RACK 


a 4-dozen order you 
get a sales-tested, steel 
display stand that sells 
like an extra salesman! 


tl ty /EE ED 
re 


Created to help you sell dozens 
more Evergreen Saturators next 
Spring and Summer! Each rack 
holds 8 in assorted lengths. Rack, 
15” wide by 18” high. ONLY 75c 
with the first dozen ordered. .. . 
Write for literature. 


Sell the water bag with the famous ‘Apple’ 
trademark—the water bag that sells itself! 


SEE YOUR JOBBER TODAY 








FOR YOUR PLASTICS COUNTER 


1. SHREDS...2. GRATES 
3. SLICES...4. DIRECTLY 
into refrigerator dish 
© 4 quick-change in- 
serts—3 plated steel 
and | plastic, do the 
4 jobs. Handle and 
lid in gay kitchen 
colors — crystal-clear 
Polystyrene dish. 
Smart display box. 
Usual discount and 
ad aids. $2.19 sug- 

gested retail. 


1. SHREDS ...2. GRATES 
3. SLICES 

¢ The big $1.00 re- 
tailer has the same 
3 plated steel inserts 
which fit easily into 
a gayly colored Poly- 
styrene holder. Choice 
of 4 colors. Neatly 
packed in a printed 
transparent bag and 
shipped 12 to a dis- 
play carton. 


Order now from your supplier or write to... 


THE STANDFAST PRODUCTS CO. 
2146 Murray Hill Rd., Dept. H-1, Cleveland 6, 0. 
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WHAT’S NEW 


size or weight of bag. All size 
bags can be accommodated. Wheels 
are 12 in. diameter with puncture- 
proof tires. Construction is dur- 
able, rust-proof, high strength 
aluminum. Retail price: $29.95. 
National Die Casting Co., 3635 W. 
Touhy Ave., Chicago 45, IIl. 





Bed, Pin-Up Lamp 


Here is the new Adapt-A-Lite 
bed and pin-up lamp, an all-purpose 





plastic lamp, equipped with a 6-ft. 





cord. Each lamp is complete with 
detachable bed hooks and wall 
brackets, and can be easily moved 
from place to place. Colors are 
brown, ivory, blue and pink. There 
is a display for Adapt-A-Lite, 
showing each use of the lamp. 
Cable Electric Products, Inc., 234 
Daboll St., Providence 7, R. I. 


Water Repellent Watch 


Here is a water repellent, shock 
resistant watch, the Vanguard No. 
125, one of the New Haven line of 
Swiss-made watches. The face is 
shiny black, with a complete circle 





of white as background for the 
hour numerals. The second hand is 
red. Price is $10.95 plus tax. New 
Haven Clock & Watch Co., 138 





Hamilton St., New Haven 4, Conn. 





Here's WHY 


You'll sell more 


PARKS 


qematyny 


shellac 


@ ‘Sets’ fast 

@ Dries hard 

@ Powders smoothly when sanded 

@ Gives long wear and lasting beauty 
@ Always uniform in quality 


@ Code-controlled freshness 


THERE [§ A BIG DIFFERENCE 
IN SHELLAC! 


When you stock and recommend 
Parks quick-drying Shellac you offer 
your customers a superior product at 
no extra cost . . . build good will and 
profitable repeat sales! 

Feature the easily-identified Parks 
cans and jars in 5-ga!lon, 1-gallon, 
quart, pint, and 1/2-pint sizes. Clear 
White and lustrous as for every 
surface. 





TRIPLE- = GUARANTEED 


full- bodied quality, purity of 
complete customer 
r exceeds 


TI-V-91e. 


for 

ingredients, 
° 

satisfaction! Meets 


Federal Specification 


ETM aoa 


NATIONALLY ADVERTISED 
FREE SALES AIDS! 


FREE SAMPLE! Examine and compare Parks 

uick-drying Shellac at our expense. Write 
top ODAY on company letterhead for your free 
sample! 


tHE PARKS company 






NNHKNNDA 
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a. 


FALL RIVER, MASSACHUSETTS 
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Paperhanging Kit 

A complete home paperhanging 
outfit is the new Warner No. 325 
Paperhanging Kit, sturdily con- 


structed and designed so that it Hitch your business to 
may be used as a store rental unit. 


It is built around a pasting table, , 4 
which folds into a compact case 

equipped with a leather handle. se 

Tools include a casing knife, seam 





































roller, paperhanging knife, trim- 
mer and Straight edge, pasting and THE SHINING CABINET Ban ta 
smoothing brush. Warner Mfg. LINE THAT GIVES YOU 4 ision fit 
Co., 801 16th Ave., S. E. Minneap- & STARRED for quality, design ané precis ; 
olis 14, Minn. SOLD THROUGH 
WHOLESALERS 
ONLY 
#215 
New Flat Enamel 4 ORNAMENTAL HINGE 
Here is a new glare-free, scrub- ; 4 : 1 gti vn 
bable flat enamel, called Vel-Tone, | = =3 nga x2. 
that dries fast to a smooth dead-| | an Chrome, nickel 
flat finish, and will not crack, chip and brass 
or mar. It is self-priming, for use ae - 


on any surface without a special 
primer, and can be applied with 





#275 


#285 — * 
CHAIN DOOR FASTENER Ars SCREEN HANGER 
Wrought steel; non-welded chain D4) Wrought Steel 
Size of plate: 4° x 1%" LL, : Size: Eye plate, 
“STAR-BRITE" . Qi 2" x 1%" 
Nickel 4 tet. oe, 
and brass 7 rer 7 “STAR-BRITE" 
Complete 4 Cadmium plate 


with 
by, y Complete 
screws with screws 








#125 
SASH LOCK #216 
Wrought Steel Q “PH | SEMI-CONCEALED HINGE 
Overall size: y, Raised knuckle 
1%" x 2/2" i ¥%" offset 
"“STAR-BRITE" | “STAR-BRITE" 
Chrome, nickel i Chrome, nickel 
and brass 4) d and brass 
Compiete : Complete 
with screws \ with screws 








brush, spray gun or roller. Avail- 
able in 12 basic colors. Staley Paint #225 #200 
Mfg. Co., 5243 Manchester, St. SURFACE BOLT CUPBOARD TURN 
Louis 10, Mo. Length size: Wrought Steel 


3" to 16" Overall size: 


Bar size: %" » 
“STAR-BRITE" “STAR-BRITE" 
Chrome, nickel 


Nickel 








Water Repellent ysl and brass 
nd let 
A new silicone base water re- me with és aan 
pellent for surface application to eo 
exterior, above grade masonry, is 
Ranetite No. 11. It is quick to de- 1 doz, ntchonioie -_— 
velop repellency after application, Hook Mate: Wh, 2 Pater eee tae CONCAVE KNOB 
can be brushed or sprayed on, is Complete vith oie —e 
easily applied at temperatures as 3 sizes: waaran 
low as freezing, is effective against | Dozen to Box 
| with Screws 


efflorescence, and causes no change | | 36 Doz. to Ca 

in Masonry appearance. It pene- Sanne 
trates deeply to insure durability, 
does not seal masonry pores, and 
allows oil base paints to adhere and 
not impair the water repellency. 
Retail: $5.50 per gal.; $5.40 per 
gal. in 5 gal. containers, and $5.25 
per gal. in 55 gal. drums. Ranetite 
Mfg. Co., 1917 S. Broadway, St. 
Louis 4, Mo. 


(Resume reading on page 13) 
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Complete CASH 
REGISTER with 


ADDING MACHINE 
Advantages 





Smith-Corona 


CASHIER 


a cash sales and keep your 
records straight. Smith-Corona 
Cashier will perform both functions for 
your store or business. A wide choice of 
keyboards permits you to record and 
classify each transaction exactly. 

All the advanced features of Smith- 
Corona Adding Machines speed your 
work, Cash drawer is roomy, long wear- 
ing, slides smoothly on ball bearing roll 
ers. New Tamper-Proof lock protects detail 
tape, keeps entries confidential and safe. 
Same key locks total keys and case. Ask 
your Smith-Corona dealer for a free trial 
or mail coupon for complete information. 
*Price for all states permitting Fair Trade Laws 

Subject to change. No Federal Excise Tax 





SMITH-CORONA 
ADDING MACHINE 
Easy to operate. 
Trouble-free. 
Advanced features. 
Low cost. 


MAIL COUPON TODAY 


L C SMITH & CORONA TYPEWRITERS INC g 











a 

g 105 ALMOND STREET, SYRACUSE 1 N. Y. g 
@ Please send me further information about - 
4 your Adding Machine and Cashier and s 
. the location of a near-by place where I 8 
g can see and try these machines. k 
‘ Signed , er 
|] a 
@ CLIP THIS TO YOUR BUSINESS LETTERHEAD @ 
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TO HELP YOU SELL 


New Displays and Other Dealer Sales Helps 








(Continued from page 13) 
and in black and in white bristles. 
Also available is a wall brush dis- 
play, containing four each of 3, 
3% and 4 in. wall brushes. Dis- 





plays cover a line of brushes for 
10¢ to $2 retail, and both displays 
are lithographed in four colors. 
Colonial Brush Mfg. Co., 160 Wash- 
ington St., N., Boston 14, Mass. 


Drill Selector 


Here is the Easy Drill Selector 
chart, available without cost, mea- 
suring 914x13 in. and grommeted 
for hanging. Each type of drill 
equipment is illustrated and below 


DARD JOOL (a 





each type are listed regular drills 
best suited for each application. 
Material to be drilled is printed in 
red for quick selection, and decimal 
equivalents of wire, letter and frac- 
tional size drills are printed on the 
reverse. Standard Tool Co., 3950 





Chester Ave., Cleveland 14, Ohio. 





Kitchen Tool Display 


Supplied in a special free deal, 
as part of a new 115 piece Ace 
stainless steel kitchen tool display 
assortment, is this new floor-type 
display merchandiser. It measures 
59x30x20 in., and has a maple cabi- 





net base that serves as a reserve 
stockroom. Ace Products Co., Chal- 
font, Pa. 


Fishing Forecaster 


This 1952 Fishing Forecaster is 
16-page pocket guide 


a_ colorful 
telling the best days for fishing. A 
handy pull tab shows anglers when 
they are likely to catch the most 
fish, some fish and the least fish. 
Cortland lines are described, and 





useful fishing knots, charts for bal- 
ancing fly rod and line, and other 
features are included. A supply of 
the Fishing Forecasters is included 
in the company’s free merchandis- 
ing kit. Cortland Line Co., 67 E. 
Court St., Cortland, N. Y. 


HARDWARE AGE, JANUARY 24, 1952 












Cabine 


The-ne 
No. 129 | 
hardware 





Pret mp 


u 


eave knol 
type hing 
tion cate! 
cast; fini 
display be 
and is of 
chase of 
National 


Chopps 


Here is 
display c 
of the [ 
chopper. 
and wood 
natural fi 
cial plats 
selling p 
Part Cho 
provides 





contents ¢ 
on the bi 
Dealer co 
food chop 
Frary & ¢ 


Turnbuc 


Three c¢ 
boards ar 
one each 
buckles, e 
boards, w 
Glo, are ir 


HARDWAI 





L 





y 

free deal, 
piece Ace 
ol display 
floor-type 
measures 
aple cabi- 


| reserve 
’o., Chal- 


caster is 
ot guide 
shing. A 
2rs when 
the most 
ast fish. 
ped, and 


7 





for bal- 
d other 
ipply of 
ncluded 
*handis- 
, 67 E. 


4, 1952 











Cabinet Hardware Display 


The-new, compact National Lock 
No. 129 display board and cabinet 
hardware assortment includes con- 











cave knobs, surface and concealed 
type hinges, drawer pulls and fric- 
tion catches, made in steel or die 
cast; finish is bright chrome. The 
display board is done in burgundy, 
and is offered free with the pur- 
chase of the applied hardware. 
National Lock Co., Rockford, Il. 


Chopper Merchandiser 


Here is a complete selling center 
display of seven different models 
of the Universal food and meat 
chopper. The display is of metal 
and wood construction in grained 
natural finish, and there is a spe- 
cial platform featuring exclusive 
selling points of the “Swing-A- 
Part Choppers.” A metal drawer 
provides for extra parts, and -the 


ea 





contents and retail prices are listed 
on the back of the merchandiser. 
Dealer cost for the display and 17 
food choppers is $39.50. Landers, 
Frary & Clark, New Britain, Conn. 





Turnbuckle, Eyebolt Board 


Three colorful new metal display 
boards are being made available, 
one each for Washington turn- 
buckles, eyebolts, and U-bolts. The 
boards, which are printed in Day- 
Glo, are individually packaged with 


HARDWARE AGE, JANUARY 24, 1952 


ALL TYPES 
ALL SIZES e ALL METALS 


Standard and 
Special Sizes 


PRECISION MADE 


Submit your 
requirements 
for prompt 
quotations 











ATLAS WASHER MANUFACTURING CORP. 
408 12th ST., DEPT. H, BROOKLYN 15, N. Y. 











Operates like a typewriter and produces ; 


finished copy like the type in this ad...! 
@ Think of the savings possible by 
preparing your own type originals for 
any method of duplicating or printing. 
The Coxhead DSJ Vari-Typer will 
give you fine, attractive, professional 
typography for a// your printing needs, 
from an office form to a catalog. This 
type job is only a sample of what you 
can do in your own office. 
INSTANTLY CHANGEABLE TYPE, 
in all the popular styles and sizes for 
every need, {rom the index page to the 
price listing. Get the facts today! 












RALPH C. COXHEAD CORPORATION 
720 FRELINGHUYSEN AVE. NEWARK 5, W. J. 


Please send me Vori-Typer Booklet 22A33 
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There’s a real 
premium on floor space in 
most homes these days. That’s one 
big reason why Mr. and Mrs. America 
are buying more Sub-Zero freezers 
than ever before. They save lots of 
space...and have their frozen foods at 
their finger tips (instead of having 
to “dive” for them). No wonder 
that Manitowoc Sub-Zero has 
become such a popular and 
profitable line to handle! 


18% cu. ft. 





Look at these features! 


%*° Clean, Simple Design 
% Separate Compartments 
¥& Cold-Hold Inner Doors 
¥%& Therma-Seal Protection 

¥%& Fiberglas Insulation 


for all the 


¥%& Sealed-for-Life Compressor "ase 


Gentlemen: 

Please rush me all the facts on your Sub-Zero 
freezers and the new Ten-ten combination. 
Name 
Title 
Company 
Address 
O Distributo O Dealer 


MANITOWOC EQUIPMENT WORKS 
A Division of Manitowoc Shipbuilding C 
MANITOWOC. WISCONSIN 








| 


TO HELP YOU SELL 





12 each of the various sized items. 
Washington has also announced 
that it can now produce special eye- 
bolts to fit any particular need or 
requirement. Washington Mfg. Co., 
Washington, Iowa. 


Alarm Clock Display 


Six Sentinel Little Pal 
clocks are now available in a com- 
plete merchandising package, the 
No. 120 Little Pal Merchandising 
unit, that includes a colorful coun- 


ter display card. Four clocks, two | 
| of plain design and two with ra- 


dium dial and hands, are factory- 
mounted on the card, and two addi- 
tional clocks are packed to fill in 
items sold. Individual boxes are in- 


cluded. E. Ingraham Co., Bristol, | 


Conn. 


Fan and Blower Catalog 

A 24-page illustrated catalog 
lists a wide range of ventilating 
fans, air circulators, belt-driven ex- 


| haust fans, floor and window fans, 
| etc., for office, home and industry, | 
| as well as spray booth fans, pres- | 


| sure and volume blowers in types 
| and capacities for most industrial 


applications. Complete  specifica- 
tions are given. Standard Electric 
Mfg. Co., West Berlin, N. J. 


Heater Catalog, Folder 


The Electromode Space Heater 
Catalog, Form EC-63R, has typical 
installations for wall-type, porta- 
ble, automatic and non-automatic 
Electromode heaters, with com- 


| plete specifications and suggested 


uses. There is also a new general 
line folder, Form EC-111, envelope 
stuffer size, and printed in two 
colors. It describes all models of 


alarm 








Make an Extra Profit on 
Grainger’s Lower Prices 


Pay 25% Less for 
% HP Motor 


we 


Undersells all 4 HP Capacitor Motor 
competition. Heavy-duty built for 
machinery, pump, blower and farm 
jobs. 1725 RPM, 115/230 V. %” 
shaft. Drip-proof frame. Rigid 
mounted. Lists at $39.85 and equals 
14 HP motors listed at $52.65. Your 
discounts are extra large. Order 
sample Dayton—specify No. 4K153. 


WHOLESALE CATALOG 


Request on Letterhead 


w.W. GRAINGER 


————— ne, len 
43 WAREHOUSES —COAST-TO-COAST 
GENERAL OFFICE: 740 W. ADAMS, CHICAGO 6 





non: 
freezing 


Outdoor water service the 
year around without dan- 
ger of freezing or burst- 
ing pipes. Shut-off valve 
is below frost line. All 
brass and copper. They 
will last a lifetime. ALSO 
WALL TYPES. Write for 
bulletin 303. 


PRODUCTS, INC. 


FORT WAYNE, 
INDIANA 
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THE Hi 
Saw Sp. 
NEW + 


Profile 
Band Saw’ 


Sold C 
Listed 


HARDW: 


Electromode’s all-electric domestic 


heaters. Electromode Corp., 45 
Crouch St., Rochester 3, N. Y. 











Freezer Tape Packaging 

A new, colorful, three-roll pack- 
age containing one apartment-size 
roll of Mystik Freezer Tape in 





yy). 











1a a ha ied dl < 








a 


itor Motor 
built for 
and farm 
0 V. %” 
Rigid 
nd equals 
65. Your 

Order 





each of three colors is now avail- 
able. The tape has low-tempera- 
ture adhesive properties, and per- 
mits sealing and labeling of food 
packages in one operation. There 
is also a new merchandising unit, 
which displays 12 Triple-Pak units. 
; Mystik Adhesive Products Co., 2631 
ICAGO 6 Kildare Ave., Chicago, III. 


Soll Fast 


Accurately heat treated ¢ Bright plated, bright heads 


In sets, too, of 3, 6, and 11. 


O 


Fishing Gear Catalog 

Here is the 64-page, 1952 Weber 
trade catalog, No. 29, containing 
35 new poppers, flies, and lures in 
full color. The entire line of Weber 


THE VLCHEK TOOL COMPANY ©« 3001 East 87th Street © Cleveland 4, Ohle 


Weber. 


of Stevens Point Wis 
“IF WEBER MAKES IT+ A FISH TAKES IT 
ZZ 
Zz 


TO SHOW ‘EM IS TO SELL ‘EM 


K COMBINATIon WRENCHES 


Anne 


F same opening on both ends e Of alloy steel 











THE HENRY G. THOMPSON & SON CO. 
Saw Specialists Exclusively For Over. 70 Years 
NEW HAVEN 5, CONNECTICUT, U.S.A. 


STREAMLINED 


tackle for fly casters, bait casters 
Profile and MILFORD and spinning enthusiasts is illus- 
Band Saw Blades Bir trated and priced. Catalog is avail- 
able to dealers without charge.. 
The Weber Lifelike Fly Co., 
Stevens Point, Wis. 


15 


LONG 


VS 
04) 1°) 1 es Se 
HANDLE 
NALLED 
BOX END 








(Resume reading on page 14) 
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Priority and Price Digest 





News and Interpretations of Government Orders 


More Cuts in Civilian 
Goods; Builders’ Hdwe. 
Order Still Delayed 


Earlier promises that 1952 
would prove to be a thin year for 
consumer goods are being made 
good by defense planners with an- 
nouncements of cuts to be imposed 
in the second quarter. The third 
quarter will probably fare no better. 

With a new 10 pct cut from pres- 
ent levels ordered for household 
goods such as appliances and elec- 
tric housewares, overall production 
of consumer goods will be about 45 
pet of pre-Korean rates. Home 
building will be slashed by 23 pct 
below previously authorized 1952 
construction. 

The builders’ hardware industry, 
on paper long scheduled to be the 
object of a conservation order 
limiting copper and aluminum use, 
will escape this direct action a while 
longer. NPA at present does not 
plan to issue this order until it is 
necessary to issue similar orders 
for other industries. However 
builders’ hardware factories will 
get lower second quarter allotments 
of materials. 

Meanwhile, wholesalers have been 
conveying to OPS their dissatisfac- 
tion with the 20 pct markup for 
merchant trade products set by the 
agency in CPR-98. They say 25 
pet would more closely follow his- 
torical patterns. 

And price-wise, it will be im- 
portant to watch the new session of 
Congress for it will be the concern 


of every hardware dealer and- 


wholesaler to protest any congres- 
sional action that seeks to under- 
mine the Herlong amendment. 


Appliances to Suffer 
2nd Quarter Cutback 


Production cutbacks in the sec- 
ond quarter are in view for house- 
hold goods such as refrigerators, 
television sets, radios, stoves, and 
toasters, and in home building and 
auto production, according to Pro- 
duction Chief Manly Fleischmann. 

The cut in household goods will 
amount to about 10 pct from pres- 
ent levels, Mr. Fleischmann said. 
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Construction of homes will be 
slashed by 23 pct below levels pre- 
viously authorized for 1952. The 
cuts are deemed necessary because 
of greatly boosted military require- 
ments for steel, copper, and alu- 
minum. 

In ordering a new 10 pct cut in 
materials for consumer durable 
goods, the DPA chief stated he was 
pursuing a policy of “equality of 
sacrifice.’ The cut is to take place 
“across the board.” This means 
that overall production of consumer 
hard goods will fall to a level of 
about 45 pet of pre-Korean output 
in the second quarter, compared to 
present rate of production of about 
50 pet. 

Some manufacturers of less es- 
sential civilian goods may even ex- 
pect an increased share of metals 
in the second quarter, Mr. Fleisch- 
mann noted. These are the “low al- 
lotment” manufacturers who got 
only 20 pet of the aluminum and 10 
pet of the copper they used before 
Korea. Among these are manufac- 
turers’ toys and games, fireplace 
equipment, window shades and 
venetian blinds. 


Builders’ Hardware 
Conservation Order 


Recommendations on the provi- 
sions of a proposed conservation 
order limiting the use of copper 
and aluminum were discussed at a 
January 8th meeting of the Build- 
ers’ Hardware Industry Advisory 
Committee meeting with NPA. 

Items in practically all categories 
of builders’ hardware would be in- 
cluded in the order, except that the 
use of the prohibited materials 
would be permitted for certain 
functioning parts. Brass plating 
also would be allowed. 

However, marine, aircraft, and 
transportation hardware, and items 
ordered by the military for export 
would not be subject to the order. 
The committee recommended that 
the order also specifically exempt 
locks and other hardware used in 
hospitals. 

NPA’s Building Materials Divi- 
sion will not recommend issuance 
of the order unless similar orders 
are issued for other industries, 
NPA said. However, the extreme 

(Continued on page 148) 


Wholesalers Protest Some OPS Markups; 
Claim CPR-98 Forces 20 Pct Margin Cut 


Protests by hardware wholesalers 
from all over the country are 
mounting up rapjdly against mark- 
ups for certain merchant trade 
products established by OPS in its 
order CPR-98 which applies to re- 
sellers of iron and steel products. 

Typical of the protests, HARD- 
WARE AGE has learned, is one from 
a Mid-West wholesaler pointing out 
that while on some of the items the 
regulation does follow pre-Korean 
pricing, in keeping with the intent 
of the Herlong Amendment, in the 
case of ornamental lawn fence, 
flower bed border, nails and staples, 
and hardware cloth, it does not. 

Section 20 of CPR-98 would es- 
tablish a 20 pct markup for those 
items, instead of allowing a mark- 
up of 25 pct, which the protest 
terms as having been in effect at 
least since 1946 for most steel ware- 
houses and wholesaler distributors 


serving in the upper Mid-West area. 

It was further pointed out to the 
agency that “If we are forced to 
sell these products at the 20 pct 
markup margin as provided in the 
Regulation, it will mean a 20 pct 
cut in our margin of profit below 
that realized in the pre-Korean 
period. 

“Apparently the price data on 
which this Regulation was based 
was incomplete and a survey of the 
upper Mid-West steel warehouses 
and jobbers would show that a 25 
pet margin of markup should be 
established to protect the pre- 
Korean margin of this group.” 

OPS was asked for immediate 
action, changing the Regulation to 
allow the 25 pct markup, or a tem- 
portary suspension of the order if 
additional time is needed for fur- 
ther checking. 

(Continued on page 150) 
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DIAMOND 











DISPLAY BOARD +1 





TOOL DISPLAY 


Show one of these beautiful Diamond Tool Dis- 
plays with its complete line of gleaming Diamond 
hand tools, on the floor or counter near your front 
entrance. It will sell tools . . . fast, and dress up 
your store besides. Only highest quality tools 
of finest drop forged steel are included. Every 
cutting edge on cutters or snips is electronically 
hardened . . . giving an extremely hard face and 
tough jaw. Diamalloy tools are for buyers of the 
best. They create repeat orders. 


















Sold by 


‘ jobbers 
leading ages: 


; everywhere 


DIAMOND CALK 
HORSESHOE CO. 


4622 Grand Ave. Duluth 7, Minn. 












DOUBLE 


Lawn Seed Sales 


O 


DEALERSHIP 
PLAN for ‘52 


Woodruff will do more for its dealers than any 
other seed house. 











Woodruff dealers will receive a colorful window 
and store display to exhibit Woodruff Lawn Seed 
and related products. Your local newspapers will 
tell your entire community about your Woodruff 
Lawn Seed dealership. 


Millions of lawn seed users all over America 
will read about Woodruff products and Woodruff 
dealers in National magazines. 


Write today for the Woodruff dealership pros- 
pectus — it will tell you more about greater lawn 
seed sales for you. 


F.H. WOODRUFF & SONS, INC. 











MILFORD, 
CONN. 





SACRAMENTO 


ATLANTA 


BELLEROSE, L. 1. 


F. H. WOODRUFF & SONS, INC. HA-1 

MILFORD, CONNECTICUT 

; Please send Woodruff dealership | 
prospectus. | 











| Street 








HARDWARE AGE, JANUARY 24, 1952 





City. eee. 
SE ss UT) ES 


147 





PARADIZE PLASTIC 
FLOOR WAX 


$ .59 pt. 
$ .98 qt. & 
$2.98 gal. 


. Outshines & Outwears 

@ Anti-Slip © 

e Water Repellent 
Full 40%: Profit to Deal- 
ers — Why sell Wax for 
less. Sold only in Hard- 
ware, Houseware and 
Department Stores. Full 
Department Store, Dealer 
and Jobber Promotion — 
Exclusive Jobber Ar- 
rangement. Nationally 
advertised — by the Mak- 
ers of the Fastest Selling 
Lowest Priced Line of 
Moth Preventatives. ” 





Order and Inquire Today. 
Our salesman will be ready 
to call. 

Spring Dating Deal. 





scarcity of copper and aluminum 
makes conservation measures such 
as these an impelling necessity, 
NPA stressed. 

NPA informed industry repre- 
sentatives that second quarter al- 
lotments of alloy steel, brass, and 
wire mill products and aluminum 
probably would be even lower than 
those made in the first quarter. 
For steel and copper foundry prod- 
ucts, the levels are expected to be 
about the same as for the first 
quarter. 

Committee members asked that 
their aluminum allotments be in- 
creased so that they would be able 
to substitute that metal for the 
scarcer copper. NPA pointed out 
that aluminum is expected to be in 
short supply throughout 1952, but 
said the industry’s needs would be 
carefully considered. 


Milford F. Snow Joins 
NPA Small Tools Unit 


Milford F. Snow, who has repre- 
sented the Belknap Hardware & 
Mfg. Co., Louisville, Ky., in New 














PARADIZE PRODUCTS 


ele) tte) 7-Wile)y 





FAIRVIEW, NEW JERSEY 








MILFORD F. SNOW 


York and Pehnsylvania, has _ re- 
signed to accept a defense position 
in Washington. Mr. Snow, who 
served in Washington during World 
War II will be Chief of the Small 
Tools Branch in the Agricultural 
Section of the Nationa] Production 
Authority. 


Service Trades Allowed 
Capehart Adjustments 


Retailers engaged in radio, tele- 
vision, major appliance, floor cov- 
ering servicing, as well as numer- 
ous other types of services covered 
by CPR-34, can obtain price relief 
from OPS under a new “Capehart” 
order which became effective Jan. 
14. 

The new order, Amendment 2 to 
CPR-34, permits any firm under 
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that regulation to file for price re- 
lief if its CPR-34 ceiling prices 
represent an impairment of the 
firms’ normal, representative pre- 
Korean earnings to an extent that 
the effective operation of the ser- 
vices portion of the firm is threat- 
ened. Firms should file for price 
relief with their district OPS office 
if they sell services to non-indus- 
trial consumers, or in Washington 
if their business is with manufac- 
turing or industrial firms, or if the 
firm engages in business in more 
than one OPS region. 

OPS will act on petitions for 
price relief after considering the 
following: The firm’s post-Korean 
increases and decreases in costs; 
earnings of the services’ business 
as well as the earnings of the en- 
tire business operation; the extent 
to which the impairment of the 
firm’s pre-Korean earnings results 
from non-recurring factors such as 
flood, fire, strike; changes in sales 
volume, and nature and size of the 
firm or company and of the service 
trade of which it is a part. 

Also, whether the services sup- 
plied or sold by the firm are a nec- 
essary part of the production of a 
commodity or of the preparation 
of a raw material for marketing; 
whether the firm’s ceiling price is 
established by a supplementary 
regulation to CPR-34; and whether 
the records on which the firm: re 
lies to support its showing of im- 
paired earnings are reasonable and 
adequate for a business of its size 
in its service trade. 


OPS Rules on TV 
Tie-in Warranties 


Television set tie-in sales in the 
form of longer-than-90-day war- 
ranties are condemned by OPS In- 
terpretation 45, to the General 
Ceiling Price Reguiation. 

If a seller drops the earlier 90- 
day warranty for a compulsory, 
longer-term warranty, that action 
constitutes a tie-in sale violating 
Section 18 of the GCPR, according 
to pricing officials. Another viola- 
tion would result, OPS says, if the 
seller increased the duration of a 
base-period compulsory warranty 
and made an addditional charge 
for such service. 

The proposal of some manufac- 
turers that the base-period war- 
ranty charge be increased, while 
the price of the set is reduced by 
like amount, also would be deemed 
a violation. 

Basically, Interpretation 45 stipu- 
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Check these wong / 
improvements in 
KEIL 1A and 11/.AC 
KEY DUPLICATING 
MACHINES 
AND KNOW WHY 


KEIL 
leads the field 
in the sale of 
AUTOMATIC 
DUPLICATORS. 



































1. Safety switch to prevent accidental starting before gage is lowered. 

2. Key-head wing nuts for smoother grip and better appearance. 

3. Socket cap screw for firmer grip on guide holder. 

4. Streamlined Aluminum Hood protects operator from flying chips and 
gears from foreign bodies. 

5. Durable, soft green finish for long wear and better appearance. 


6. Oil impregnated bronze bushings on cutter shaft for long wear and 
smooth operation. 


USE OUR 


“PAY AS YOU PROFIT PLAN” 
"ox ask ee ET 
KE YoupPLicaTinG MACHINES 














KEIL LOCK CoQO.,Inc., CHARLESTOWN,NEW HAMPSHIRE 
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Hardwaremen: 
It's not too early 
to recommend 


lawn feeding! 





*Vigoro is the trade-mark for Swift & Com- 
pony's complete balanced plant food. 


Let the power 
of the Vigoro name help you sell 
these two gardening aids: 


End-o-Pest End-o-Weed 
All-purpose dust that — destroys over 100 
gives 3-way protec- different kinds of 


weeds without harm- 
ing ordinary lawn 
grass. Mix with water, 
then spray it on. 


tion against chewing 
insects, sucking insects 
and fungus diseases. 


VIGORO has made more profits 


for more Dealers for more years 


than any other plant food! 























lates that a seller may not require 
a tie-in sale and may not increase 
his ceiling prices. Pricers add, 
however, that no seller is prohibited 
from offering something in addi- 
tion to his base-period offering and 
making an “appropriate and rea- 
sonable” charge for the item, if the 
purchaser has complete option to 
take it or leave it. 


Wholesalers Protest 


(Continued from page 146) 

The same complaint was made 
at a recent meeting of the Resale 
of Merchant Trade Steel Products 
Industry Advisory Committee with 
OPS. 

The committee 
minor changes and 
were needed. 

Committeemen also termed the 20 
pet markup as somewhat low and 
said that it does not realistically 
reflect the overall historical mark- 
up which most wholesalers have had 
in effect. They recommended that 
OPS consider increasing the mark- 
up, possibly to 25 pct, with a some- 
what higher markup in the New 
York City metropolitan area. 

Committee members were: Roger 
K. Becker, Ohio Valley Hdwe. & 
Roofing Co., Evansville, Ind.; Shan- 
non Crandall, Jr., California Hdwe. 
Co., Los Angeles; Maurice W. Den- 
nison, Braman, Dow and Co., Bos- 
ton; Ray P. Farrington, Potts- 
Farrington Co., Philadelphia; Fred 
J. Feeley, Taylor Supply Co., De- 
troit; W. W. French, Jr., Moore- 
Handley Hdwe. Co., Birmingham; 
Joseph I. Grimes, Grimes Pipe and 
Supply Co., Denver; N. J. Higgin- 
botham, W. A. Case & Son Mfg. 
Co., Buffalo; H. A. Hoeynck, Shap- 
leigh Hdwe. Co., St. Louis. 

Also, O. A’. Lanchantin, J. K. 
Larkin and Co., Inc., New York 
City; Guy Metcalf, Belknap Hdwe. 
& Mfg. Co., Louisville, Ky.; Lucien 
W. Moore, Crane Co., Chicago; 
Clarence L. Shilling, Atlantic Sheet 
Metal Corp., Atlanta; J. S. Stiles, 
Morley-Murphy Co., Green Bay, 
Wis.; A. M. Vorys, Vorys Bros., 
Inc., Columbus, Ohio; C. C. Weil- 
and, Central Supply Co., Indian- 
apolis; C. B. Wilson, Horne-Wil- 
son, Inc., Atlanta; Bruce Hayden, 
Dunham, Carrigan & Hayden Co., 
San Francisco. 


indicated that 
clarifications 


NPA Ties Metals Use 


To Allotment Levels 


Beginning April 1, NPA will not 
permit manufacturers to use more 
steel, copper, and aluminum in any 





quarter than they are allotted for 
that quarter, unless NPA gives 
permission. The action was taken 
in Amendment 2 to CMP Regula- 
tion i. 

It is not an order telling pro- 
ducers how much of their product 
they may make, but is designed to 
prevent producers from taking con- 
trolled materials too fast from 
their inventories. Any manufac- 
turer is allowed to stretch his allot- 
ment over as many units of produc- 
tion as he can by conservation and 
substitution. 


CPR-22 Compliance 
Due for OPS Check 


Enforcement personnel of the 
Office of Price Stabilization are 
planning a compliance survey to de- 
termine why a large number of 
manufacturers—estimated at 5000 
to 10,000—failed to file proposed 
ceiling prices by Dec. 19. 

On that date, Ceiling Price Regu- 
lations 22 and 30 became manda- 
torily effective. Manufacturers 
pricing under these orders were 
required to file OPS Form 8 to re- 
quest new ceilings reached by ap- 
plying labor and materials cost ad- 
justments to prices effective be- 
fore June 25, 1950. 

Proof of willful non-compliance 
with CPR 22 and 30 may be diffi- 
cult, because of the number of 
product categories OPS eliminated 
from compulsory coverage prior to 
deadline date. OPS says, however, 
that if non-compliance is proved 
the Government will file injunctive 
actions in U. S. District Courts. 





HARDWARE HUMOR 
By Hardware Age 





NEW 1952. | WEavest, 
FARM 


FREEZERS 


OW SALE 





ee 
e 
tt 


"No, the one | want looks 
something like this." 
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by ATLANTIC 


Quality Products since 1864 


4 lines of Braided Rubber 
Garden Hose. 4 lines of 
Plastic Garden Hose — 


telling pro- 
1eir product 
designed to 
taking con- 
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ze prior to Can be heated and bent 
» however, into U-bolts, J-bolts, Eye- 
is proved bolts. Easy to cut to any 
injunctive length with a hack saw. 
Courts. With a minimum inven- 
| tory you supply your cus- 
tomers with long or special 
| shaped bolts. Advertising 
; | in leading state farm pa- 
MOR | | pers assures fast turnover. 
| | Made from cold - drawn 
° 4 | ] steel, far stronger than or- FREE— 
re | dinary steel. Any standard Self Merchandisin 
Fenovest Ian ouitonding edition tothe | nut will. St’ REDI-BOLT. Display given with 
G 9 | Rust resistant coating pro- , 


popular Lustro-Ware ensemble of gay 26-Rod Assortment 


* kitchenware. Its smart, modern lines, extra 
atts hoa ae. capacity and easy-to-clean features make 

“ a hit with every housewife. She finds-extra | 
* Sanitary, Odorless. kitchen beauty and convenience with every | 
purchase of the more than 100 Lustro-Ware | 


* No crumb collecting housewares .. . and you'll find extra sales YOUR JOBBER OR — e 


crevices. and profits by keeping your Lustro-Ware | _\ Pgw*" 3. 


tects precision cut threads. 

Widely used by farmers, 
shopmen, home owners, plumbers, electricians, carpenters, 
contractors. Stocked by leading jobbers. 











-| 
* All plastic. Won't © counter well stocked. REDI-BOLT, Dept. HA | 
oy COLUMBUS PLASTIC PRODUCTS, INC., COLUMBUS, 0. P. O. Box 6102 

rust, chip or crack. ‘ Chicago 80, Ill. ; 

* Permanent sparkling Please send me more information on REDI-BOLT. | 

color and finish. Lustho ‘ S4L-7,52 NAME__ —_ - 

NATIONALLY ADVERTISED PLASTIC HOUSEWARES FIRM_____ —_—__—_—— - | 

in Ladies’ Home Journal, Woman's Wmeucas Soremosd Aime ADDRESS__.__ _— ! 

rn Good Housekeeping, Better gh. Sa | 

Doks Secs Gecmie cot se — Good Housekeeping CITY a STATE | 
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ORIGINAL TRIPOD DRYER 
STILL THE SALES LEADER 


Your customers want 
the Artmoore Collapsible 
Tripod Clothes Dryer. 
24 Feet of Drying Rods 
—BSelected, smoothly fin- 
ished hardwoods—Snag 
proof — Metal parts 
rust-proof plated. Lift 
the Rod Holder and 
Tripod Legs open auto- 
matically. Collapses 
compactly for quick storage in small 
space. Ideal for in-between washings, 
lingerie, diapers, etc. A step saver 
alongside ironing board. Suggested retail 
only $3.75. 


See your jobber or write 


ARTMOORE CO. 


Dept. A-12, 1319 North 3rd Street 
Milwaukee 12, Wisconsin 


p—— AN ARTMOORE PRODUCT ——; 
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ECONOMY GRADE 
TOOL KITS are 
In Demand— 


Their money- 

saving price, 

coupled with 

their good 

quality makes 

sale after sale. 

This ECON- 

OMY Tool Kit 

holds 5 inter- 

ehange- 

able blades the same as used in the 
popular RX541 assortment. The Two 
Tone handle is of good size and made 
of Slo-Burning material. 


These roll-up type Slotted-Recessed 
Assortment tool kits are very handy 
for mechanics and car and home tool 
users. Light to carry, kit weighs only 
% Ib. Packed six to a box. Specify 
stock No. EX541 in ordering. 


Sold by Leading Jobbers 


AMALITE, INC. 
1884 Pitkin Ave., Brooklys 12, N. Y. 











Washington 


News and Views 


Reports on Events Affecting 
The Hardware Business 


(Continued from page 10) 


Survey of Consumers’ 
Buying Habits Begins 

Survey teams sponsored by the 
Federal Reserve System are meet- 
ing the Man in the Home and ask- 
ing questions on 1951 income, 
major purchases during the past 
year, and intentions to buy cars, 
houses, and other durable items in 
1952. 

This project, scheduled for com- 
pletion in February, is the seventh 
annual Survey of Consumer Fi- 
nances, taking ‘place in 12 large 
metropolitan areas and 48 other 
localities. Purpose of the program 
is to provide information on what 
people think of their own economic 
situation, as well as the nation’s. 
Similar facts gathered in previous 
surveys have been of interest to 
many business and labor groups. 

Largest cities being covered are 
New York, Philadelphia, Pitts- 
burgh, Boston, Baltimore, Washing- 
ton, Cleveland, Chicago, Detroit, 
St. Louis, Los Angeles, and San 
Francisco, plus their suburban 
areas. Residences checked are 
chosen at random, with surveyors 
picking certain blocks:and count- 
ing houses and apartment build- 
ings until they reach a desired 
number. 


Fair Profit Rules 
For Defense Work 


Business soon will have a firm set 
of government rules for guidance 
in determining fair profits result- 
ing from defense contracts. 

U. S. Renegotiation Board is 
preparing to publish within the 
next 60 days its final draft of the 
regulations under which the gov- 
ernment determines what consti- 
tutes the “excess profits” that come 
to light in checking over the terms 
of government defense orders. 

It is important to keep in mind 
that the government does not in- 
tend to set any definite formula for 
estimating when defense-contract 
profits are “excessive,” and when 
they are not. Each case will be 
decided strictly on its own merits. 


(Resume reading on page 11) 
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SKOTCH somee 


A Steady 
Profit Puller 


8” x 10” carton display 
» printed in red and black 
or on cards for bin display 
Here's a wood joiner that really 
HOLDS .. . and holds without 
cutting or splitting wood fibers. 
Applied like a nail. Patented 
prongs pull wood together for 
tight strong joint. Works equally 
well on square, mitre, "T", split or |‘ 
dado joints. Perfect for repairs, 
making screens, etc. Easily dis- 
played on counter or in self-ser- 
vice bins. 


Free Sales Helps ... 


Senpte wood joints that show uses 
of 





OTCH Wood Joiners pius a new 
counter folder are yours FREE. Ask 
your Jobber or write direct for gen- 
erous supply. Dept. HAI. 


SUPERIOR FASTENER CORP. | ‘eat 


2949 ELSTON AVE., CHICAGO 18, ILL. 











GRIPS LIKE A VISE 





The sensational new FIRE- 
FIRE PREVENTION GUARD Fuse Coupling is 
an outstanding invention of the decade. It brings 
long needed safety and remarkable conven- 
ience to homes, offices, stores and institutions. 
Over 300,000 electrical fires occur each year. 
Many of these fires could be prevented by the 
use of FIREGUARDS . . . saving millions of dollars 
in fire losses. Listed with the Underwriters Lab- 
oratories, Inc. yi 


ASK YOUR JOBBER FOR FIRE: 
GUARD FUSE COUPLINGS. Write 
today for complete information re- 
garding FIREGUARDS, counter dis- 
play box, counter literature, etc. 


F. H. SMITH MFG. CO. 


NATIONAL SALES OFFICE 
3624 So. Blake St. Chicago 9, Ill. 
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AT LAST...A Broom Rake 


that CANNOT 


LOSE ITS SHAPE 
or 


COME APART 


Now you can offer your customers 
the most durable, satisfactory broom 
take ever constructed. The new 
Rugged Robert Broom Rake gives 


ONE-PIECE INTER- useful service for the life of the 
LOCKING CONSTRUCTION steel! 


Tee tines, made of high carbon, tempered cold rolled flat 
wie with rounded edges, 5/16" x .029"', interlock into 
the 18-gauge steel neck. As the picture shows, the 
horizontal and vertical tabs positively lock the 

coer plate to the frame. The cover plate 

ao extends into the neck of the frame add- 

ing great strength where needed. The 

wni-circular depression in the plate pre- 

vets tines ever becoming loosened. This, 

plus the one-piece frame, guarantees that 

the rake will never lose shape. 


Hendle Is No. | hardwood, clear lacquer finish, 42"° long 
4 to bundle. Heads packed 6 to re-shipping carton 
Combined shipping weight, 23 Ibs. per dozen. : 


“Serving the Jobber for 15 Years" 


UGGED 
OBE! 


Members, American Hardware Manufacturers Association 








Wire Products 


1713 North 24th St. ee 


Company 
Birmiagham 
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RULES HAVE RIVETED STRIKE-PLATE JOINTS @ 
G.CORP. NEW YORK 59, N.¥> | 











MAKE MORE MONEY 
in running water with these 


PROFIT-LEADERS! 


HEAD OF THE HOUSEHOLD—Advance 
V-Series of centrifugal, Hydro-ejector type 
pumps, from 14, to 10 H.P. Pumping levels 
to 200 feet. Streamlined, quiet, depend- 
able. Write for catalogs. 


2. 





MEET MR. MULTISTAGE—Breaking performance 
records for extreme high pressure shallow well 
pumping, or deep well pumping to 300 feet! One of 
a cumelee line of multistage models for deep or 
shallow wells. Inquire. 


ALL-AMERICAN. Ad- 
vance’s newest ; Ameri- 
ca’s finest—a 100% self- 
priming shallow well 
system, loaded with ex- 
clusive, automatic fea- 
tures. Available with 
vertical tank wor as 
package unit. . Thou- 


. jbutors 
Dist? sands sold! 


Dealers 
Increase ¥ 
Oo 


New 20-Page Color Brochure 


Write nearest office today 


¥ —_ 
ADVANCE PvmP CU'OMPANY 


BERKELEY. CALIF HAMILTON, OHIO 
Pioneers of the world’s standard Hydro-Ejector Type pump’ 
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Three Advanced in Sales 
By Landers, Frary & Clark 


Frank T. Barmore has been 
appointed development mana- 
ger of the Universal vacuum 
sales division of Landers, 
Frary & Clark, New Britain, 
Conn. Robert A. Beyers has 
been named sales develop- 





FRANK T. BARMORE 





ROBERT A. BEYERS 


ment manager of the electric 
range division, and Richard 
Almy has assumed headquar- 
ters sales responsibilities in 
addition to the supervision of 
advertising and publicity of 
Universal electric house- 
wares. 

Mr. Barmore was formerly 
assistant sales manager of 
the electric range division, 
and prior to that had han- 
dled district sales assign- 


154 


ments for the company for 
a number of years. 

Mr. Beyers, who alse han- 
dled various regional and dis- 
trict assignments, was for- 
merly sales manager of the 
electric range division. In 





RICHARD ALMY 


his new appointment, he will 
be responsible for the pro- 
motional functions, sales 
training, and field sales man- 
agement of the electric range 
division. 

Mr. Almy was advertising 
specialist for the electric 
housewares division, and will 
continue in this line along 
with his new duties. 





Water Systems Month 
Stresses Better Living 


“Better Living — Better 
Health—Better Production” 
through farm water systems 
of adequate capacity is the 
slogan for National Water 
Systems Month, May, 1952, 
sponsored by the National 
Association of Domestic and 
Farm Pump Manufacturers, 
39 S. La Salle St., Chicago, 
Til. 

Increasing food production 
to fill a critical world need 
and raising the standards of 
living in the country’s farm 
areas is the aim of the special 





Water Systems Month, ac- 
cording to Herbert C. Ang- 
ster, executive secretary and 
director of the sponsoring 
group. 

More than 625,000 electric 
water systems were produced 
and shipped in 1951, and in- 
dications are that this year’s 
production will be the same. 
Mr. Angster said that elec- 
tric water systems have 
played a fundamental role in 
raising the output of major 
farm products. 





Pittsburgh Wholesalers 
Plan Merchandise Mart 


The 20th Merchandise Mart 
of the Pittsburgh Wholesale 
Merchants Association will be 
held on March 17-19, 1952, at 
Syria Mosque. From 3,000 to 
4,000 dealers are expected to 
visit this show and see new 


lines of hardware, house- 
wares, electric appliances, 
sporting goods, toys, floor 


coverings, and others on dis- 
play. 

E. M. Marks is secretary 
of the group, and the Pitts- 
burgh Wholesale Merchants 
Association has offices in the 
Chamber of Commerce Bldg., 
Pittsburgh 19, Pa. 


Victor Johnson Named 
Chairman of Aladdin 


Victor S. Johnson, Jr., 
president of Aladdin Indus- 
tries, Inc., Nashville, Tenn., 
has been elected chairman of 
the board of directors and 
chairman of the executive 
committee. He will assume 
these duties in addition to 





VICTOR 8S. JOHNSON, JR. 


those as president of the 
firm. 

Mr. Johnson was named 
president of Aladdin Indus- 
tries following the death of 
his father, the company’s 
founder, in 1943, and actively 
filled his post with the com- 
pany upon his discharge 
from the U. S. Army in 1946. 








City College Starts Four-Week Retail 
Hardware Training Program on Feb. 24 


Feb. 24, 1952, is the start- 
ing date of the 17th section 
of the Retail Hardware 
Training Program, sponsored 
by the National Retail Hard- 
ware Association and pre- 
sented by the City College 
Midtown Business Center, 
430 W. 50th St., New York 
49. NM; Ft. 

The intensive four-week 
course is designed to help 
dealers in training store per- 
sonnel in sound retail hard- 
ware business practices, by 
providing instruction from 
experts in each field. 
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The course is given Mon- 
days through Fridays from 
9 a.m. to 4 p.m., as well as 
several evening sessions 
throughout the four weeks. 
More than 400 students, rep- 
resenting 20 states and some 
foreign countries, have com- 
pleted the training. 

Detailed information on the 
Retail Hardware Training 
Program may be had by writ- 
ing to the Supervisor of Ad- 
missions, The City College 
Midtown Business Center, 
430 W. 50th St., New York 
19, 3. Z. 
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Schlitt Hardware Sells 
Bloomington Store 


Schlitt Hardware Co., 422 
E. Adams St., Springfield, 
Ill., operator of retail hard- 
ware stores in Bloomington, 
Jacksonville and Springfield, 
Ill., has sold the Bloomington 
store to Dale B. Sayre. The 
store will be operated by Mr. 
Sayre under the firm name 
of Dale’s Hardware, at the 
same location, 601 N. Main 
St. 

Schlitt Hardware will con- 
tinue to operate its stores in 
Jacksonville and Springfield, 
with the home office continu- 
ing in the Springfield loca- 
tion. 


Merchandise Head for 


Three Nesco Divisions 


E. P. Altemeier has been 
appointed general merchan- 
dise manager for the elec- 





trical, housewares, and stove 
and heater divisions of Nesco, 
Inc., 201 N. Michigan Ave., 





E. P. ALTEMEIER 


Chicago 1, Ill., it was an- 
nounced by Paul H. Hill, 
vice-president in charge of 
sales. Mr. Altemeier was for- 
merly general manager of 
Nesco’s housewares division. 








Rockwell Becomes Our Own Vice-President; 
Paul Hach Named Assistant Manager 


Fred T. Rockwell has been 
elected a vice-president of 
Our Own Hardware Co., 618 
N. Third St., Minneapolis 1, 





FRED T. ROCKWELL 


Minn., and Paul J. Huch has 
been appointed assistant gen- 
eral sales manager. 

Mr. Rockwell, as general 
sales manager, is in charge 
of sales and merehandising 
efforts for the company. His 


duties include correlating the 
activities of all department 
managers, men in the field, 
and special promotions, and 
he will generally extend the 
firm’s complete sales and 
merchandising programs. 

Mr. Huch will assist Mr. 
Rockwell in all phases of this 
work. He will also continue 
to act as an assistant to the 
general manager. 





PAUL J. HUCH 


HARDWARE AGE, JANUARY 24, 1952 


See Good Bicycle Sales Year 
Despite Production Cuts 


By aggressive use of worth- 
while merchandising tools, 
the independent retail bicycle 
dealer should have a good 
year in 1952, was the opinion 
of Thomas Sayler, president 
of the National Bicycle Deal- 
ers Association, at the an- 
nual convention of the Bi- 
cycle Institute of America, 
122 E. 42nd St., New York 
17, N. Y., held the week of 
Jan. 14, at Boca Raton, Fla. 

Mr. Sayler pointed out 
that curtailed manufacturing 
and the limiting of supply 
will tend to hold the profit 
margin up. Dealer retail 
sales of both units and acces- 
sories have reached a new 
peak during the post-war 
years, and based on these 
sales, quotas under the allo- 
cation system will be greater. 
Repairs and maintenance 
services on bicycles sold dur- 
ing these years should also 
be large. 


Manny Beckwith, president 
of the Cycle Jobbers Associa- 
tion, a component member of 
the Institute, said that the 
bicycle industry should take 
immediate advantage in 1952 
of the increased interest 
shown by adults in cycling. 
The trend toward lightweight 
bicycles, both domestic and 
imported, and the possible 
importation of many bicycles 
in 1952, were two threats to 
the American bicycle indus- 
try that Mr. Beckwith felt 
should be met and handled 
intelligently by the industry 
and the Government. 

The bicycle industry, which 
is celebrating its 75th anni- 
versary, suffered a 50 pct 
reduction in its normal use 
of steel and other essential 
metals last year, according 
to H. Clyde Brokaw, presi- 
dent of the Bicycle Institute 
of America. Despite produc- 

(Continued on page 161) 








D. Brown Co. Ownership 
Taken Over by Osler 
David Osler, formerly a 
partner of D. Brown Co., 
Inc., wholesale distributor, 
Broad Hollow Rd., Farming- 


dale, L. I., N. Y., recently 
purchased the interest of 
Bernard S. Brown, former 


president and son of the 
original founder. Mr. Osler 
has been associated with D. 
Brown Co, for over 17 years. 

The firm was organized 33 
years ago as a one-man oper- 
ation. In 1950 new offices 
and warehouses were opened 
in Farmingdale, while still 
maintaining the Ozone Park, 
L. IL, branch. Since that 
time, D. Brown Co. has de- 
veloped a complete line of 
hardware specialties, which 
department is under the su- 
pervision of Robert Doti, 
vice-president. Mr. Doti is 


also in charge of purchases 
and sales for the firm. 

As a result of the change 
in ownership of D. Brown 
Co., John J. Murphy will 
manage the Ozone Park 
branch, and the Farmingdale 
office will be under the man- 
agement of Charles Ebert. 





Toro Corporation Builds 
New Plant for Research 


Toro Mfg. Corp., 3042 
Snelling Ave., Minneapolis, 
Minn., has started work on 
a new building to house an 
expanded research and ex- 
perimental laboratory for 
power lawn mowers. It will 
also be used for defense 
projects. The one-story build- 
ing will contain 24,000 sq. ft. 
of floor space, and will be of 
concrete block and steel con- 
struction. 
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ells Fast 


BECAUSE IT 


olds Fast! 


IT’S TRIPLE-TESTED! 


Scientifically tested by U.S. 

Testing Laboratories, performance-tested by 

Tip-Top Quality Control Laboratories, result-tested 
by millions of consumers! Tip-Top Household Cement 
assures permanent bond to glass, china, 
fabrics, plastic, wood, leather, many 

‘ay other materials. This crystal-clear 
4 all-purpose cement has hundreds 
of uses. A standard item in homes 
























































Retails 


25¢ 
per tube 


Wo. 1202—EYE-CATCHING SELF-SERVICE i 
DISPLAY CARTON Free with every dozen in, 
tubes. Size 9” high x 7” wide. Each tube “~ 


individually packaged in attractive box. 


Wo.1201—SALES-MAKER FOR 
QUICK COUNTER ACTION 
Free, colorful ‘‘Demon- 
strator” display with 
every dozen tubes. Ac- 
tual sample materials 
- sealed to each side of 
a — Tip-Top semen frome ators 
ousehold Cement. i ip 
Holds 6 tubes on each Ont Za KZ! —— 4 
side. Size 11” high x 
12” wide. 


care 


PXen pe 





Feature |p; /-the line that gives you a maximum mark-up! 


Send for free samples, catalog pages and price lists today. 


Tele 


Household 
Cement 


p-Top Products Company - Omaha 2, Nebraska 





156 


all over the country. 
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American Steel & Wire Promotions 


| In Three District Sales Offices 


Three promotions in the 
Chicago district sales offices 
of American Steel & Wire 
Co., Rockefeller Bldg., Cleve- 





FRED L. NONNENMACHER 


land 13, Ohio, have been an- 
nounced, as well as several 
in the New York and Phila- 
delphia sales offices. 

Fred L. Nonnenmacher 
was named manager of the 
Chicago district sales, suc- 
ceeding E. A. Murray, re- 
| signed, and W. W. Deal be- 

came manager of the New 

York district sales office. 

L. L. Anderson, assistant 

manager of sales in Philadel- 

phia since 1937, takes over 


there. 
Succeeding Mr. Nonnen- 
macher as manager of the 


manufacturers products sales 
in Chicago is 
R. H. 
Good- 


department 
S. W. Gegodenough. 
Hauger succeeds Mr. 


| enough as assistant manager 


of manufacturers products 
sales. R. W. Drake, man- 
ager of sales at Wilkes-Barre 
since 1947, was transferred 
to Philadelphia as assistant 
manager of sales, succeeding 
Mr. Anderson. 





W. W. DEAL 


Mr. Nonnenmacher started 
with American Steel & Wire 
as an office boy in New York, 
progressing through a num- 
ber of positions until he was 
named New York manager 
of manufacturers products 
sales in 1948. In 1949 he 
was transferred to Chicago 
in the same capacity. 

Mr. Deal has been asso- 
ciated with the firm since 
1911, becoming a salesman 
after several years. He was 
transferred to Philadelphia 
in 1922, becoming manager 
of sales there in 1930. Mr. 
Anderson joined the firm in 
Philadelphia in 1921, and 
was made a salesman in 1935. 

Mr. Goodenough, a veteran 
of about 25 years with Amer- 
ican Steel & Wire, spent 
from 1937 to 1948 in com- 
pany sales headquarters in 
Cleveland. Since then he has 
served as assistant manager 
of manufacturers products 





L. L. ANDERSON 


sales. Mr. Hauger joined the 
company in 1929, working in 
various sales positions until 
he became a salesman _ in 
Chicago in 1945. 

Mr. Drake served as fore- 
man in the Trenton mill of 
American Steel & Wire, ad- 
vancing to production plan- 
ning supervisor in the rope 
division. He was transferred 
to the sales department at 
Wilkes-Barre in 1943. 





Distributing Bulldozer 


Goldblatt Tool Co., 1920 
Walnut St., Kansas City 8, 
Mo., is now distributing the 
Mead “Mighty Mouse,” a 
versatile baby bulldozer-trac- 
tor for builders, farmers and 
municipalities. 
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Cooke Named Divisional 

Sales Head for Gibson 
Kevin G. Cooke has been 

named divisional sales man- 


ager for the Gibson Refrig- 
erator Co., Greenville, Mich., 





KEVIN G. COOKE 


in Oregon, Washington, 
Idaho, Utah and parts of 
Montana, Nevada, and Wy- 
oming. This appointment fills 
the post left vacant by the 
late Ed Edsall, divisional 
sales manager in that terri- 
tory for the last six years. 

Mr. Cooke started as an 
electric range and washing 
machine salesman in 1937, 


News of the Trade 





and in 1938 was appointed 
merchandise manager for 


Electric Distributing, Inc., 
Gibson distributor in Seattle, 
Wash. In 1946 he became 


sales and merchandise man- 
ager, and in 1948 was made 
general manager of _ that 
company. 


Rawiplug Celebrates 
30 Years with Dinner 


The Rawlplug Co., Ince., 
271 Church St., New York, 
N. Y., recently celebrated its 
30th anniversary with a 
cocktail party and dinner at 
the Gramercy Park Hotel, 


, 


New York. 
The . firm manufactures 
the “Rawlplug” jute fibre | 


screw anchor, and a complete 


line of expansion bolts, screw | 


anchors and masonry drills. 





Baum Handles Pressure 
Cooker Sales in West 


Edward S. Baum has been 
appointed sales representa- 
tive for the National Pres- 
sure Cooker Co., Eau Claire, 
Wis., in California, Nevada, 
Utah, and part of Idaho. He 
succeeds Leland E. Garling- 
house. 








Wins Florence Stove Sales Training Contest 









Ke | 








Sells Best 


BECAUSE IT 


Seals Best: 


IT’S TRIPLE-TESTED! 


Scientifically tested by U.S. Testing 

Laboratories, performance-tested by Tip-Top 

Quality Control Laboratory, result-tested 

by millions of consumers! Tip-Top Liquid Solder 
repairs leaks in plumbing, radiators, tanks... assures 
speedy, permanent, powerful bond to metals, wood, 
glass, leather, tile—almost everything! No 
wonder Tip-Top, the original liquid 

~ solder in tubes, is the most 
popular in America. 






e Water-proof e Gasoline-proof ¢ Quick-drying 
eo Makes speedy, permanent, powerful bond 

e No heat necessary — ready to use 

eFor use on all metals (and 

almost all other materials) 


2. 
SZ 


Retails 


25¢ 
per tube 








UNCONDITIONAL 
GUARANTEE on each tube 


25¢ PER TUBE 


HEATLESS 
LIQUID SOLDER 





EYE-CATCHING ‘‘DEMONSTRATER": DISPLAY— 
A SURE SALES-BUILDER 

No. 1200—Free with every dozen tubes. Actual sample 

materials sealed to each side of display with Tip-Top 

Liquid Solder. Display holds 12 tubes—6 on each side. 
A sure sales-builder. Size 11” high x 12” wide. 


Feature Ipofep —the line that gives you a maximum mark-up! 


Send for free samples, catalog pages and price lists today. 





H. R. Singleton, midwest division manager of Florence 
Stove Co., Gardner, Mass., winner in the division managers’ 
group of the TNT Sales Training Contest, was presented a 
trophy at a dinner climaxing a week-long series of company 
meetings at Gardner. An engraved plaque for the division 
with the highest average was awarded the southwest division, 
and accepted by the division manager, T. E. Cook. Individual 
cash prizes were also made to men in the various divisions. 
Shown here, receiving his trophy, is Mr. Singleton. C. Fred 
Lucas, Florence vice-president in charge of sales, makes the 
award, while Robert H. Taylor, president of the company 
stands by to offer his congratulations. ; 
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Liquid 
Solder 


(p/9 


Tip-Top Products Company 


- Omaha 2, Nebraska 
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Tipped Nylon 


PAINT BRUSHES 





Yes, Mr. Dealer, 1952 will be the BIGGEST sales 
year in Nylon Paint Brush history! 


And it can be your biggest year, too. Master 
painters and consumers alike now know of Robin- 
son’s recently developed Nylon Tipping and Blend- 
ing process. This careful, expert tipping and 
blending of nylon filaments gives Robinson 
TIPPED Nylon brushes all the performance char- 
acteristics of pure bristle brushes . . . flexibility, 
resilience, desirable taper, good length out and 
excellent capillary action. 
carry more paint and lay it down smoother for a 
real, professional paint job. 


They pick up fast, 


Be two jumps ahead of a terrific demand for 
. and order 


Robinson brushes. Order enough . . 


NOW! 


P AND 


Robinson effective merchandising 
aids will help you sell . . . sell 

. sell! Write to your distribu- 
tor, or to us directly, for infor- 
mation about the new brush 















merchandising package, the mer- 
chandising board and our in- 
formative booklet describing the 
development of nylon for use in 
paint brushes. : 





DWARODIE 


in CORPORATED 
P.O. Bo: = 


.O. Box 47 ——. meanest 
ARK AVE. - NUTLEY 10, NEW JERSEY 
10 


Telephone NUtley 2-45 
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News of the Trade 





Frederick Mitchell Elected President of 


Home Laundry Manufactarers Association 


Frederick M. Mitchell, 
manager, laundry equipment 
sales, Frigidaire Div., Gen- 
eral Motors Corp., Dayton, 











FREDERICK M. MITCHELL 


Ohio, has been elected presi- 
dent of the American Home 





Laundry Manufacturers’ As- 
sociation at its annual meet- 
ing in Chicago, Jan. 5. 

Raymond J. Hurley, chair- 
man of the board, Thor Corp., 
Chicago, was elected first 
vice-president, and Lloyd I. 
Sweetland, assistant to vice- 
president, Hotpoint, Inc., Chi- 
cago, became second vice- 
president. W. R. Dabney, 
vice-president, Ironrite, Inc., 
Mt. Clemens, Mich., was 
elected third vice-president, 
and Howell G. Evans, vice- 
president, Hamilton Mfg. 
Co., Two Rivers, Wis., be- 
came treasurer. 

Membership of the associa- 


tion’s executive board as 
elected at the meeting com- 
prises: 


Conventional washer divi- 
sion: Frank W. McGrath, 
vice-president in charge of 
sales, Appliance Mfg. Co., 
Alliance, Ohio, and Reg. P. 


James, general sales man- 
ager, Speed Queen Corp., 
Ripon, Wis. 


Automatic washer division: 
Richard J. Sargent, man- 
ager, home laundry equip- 
ment division, Westinghouse 
Electric Corp., Mansfield, 
Ohio, and Elisha Gray, presi- 
dent, Whirlpool Corp., St. 
Joseph, Mich. 


Dryer division: Ray G. 
Halvorsen, sales’ manager, 
Hamilton Mfg. Co., Two 


Rivers, Wis., and Parker H. 
Ericksen, director of sales, 





Bendix Home Appliances, 


Inc., Div. Aveo Mfg. Corp., 
South Bend, Ind. 

Ironer division: M. A. 
Toussaint, vice-president, 
Conlon-Moore Corp., Chicago, 
and Hal L. Biddle, sales man- 
ager, Ironrite, Inc., Mt. Clem- 
ens, Mich. 





Feb. Garden Supply 
Show Doubles Exhibitors 


Visitors to the Third Na- 
tional Garden Supply Trade 
Show, at the Hotel Astor, 
New York, Feb. 5-7, will see 
more exhibits of garden sup- 
ply packaged goods, tools, 
equipment and power equip- 
ment than at any previous 
show. 50 pet more exhibitors 
have been scheduled for this 
show than ever before, and 
they will present features de- 
signed to help retailers build 
bigger sales in 1952. 


The sponsoring group for 
the show is National Garden 
Supply Merchandiser, 1901 
St. Paul St., Baltimore 18, 
Md. 





Halvorsen to Represent 
Hager in Los Angeles 


George Halvorsen has been 
named the new Los Angeles 
sales representative of C. 
Hager & Sons Hinge Mfg. 
Co., DeKalb & Victor Sts., 
St. Louis 4, Mo. 


Mr. Halvorsen has been 
connected with the builders’ 
hardware industry for a 
number of years. He was 
formerly general sales mana- 
ger of the Westwood Mfg. 
Co., and prior to that was as- 
sistant sales manager of 
Schlage Lock Co. 





GEORGE HALVORSEN 
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Blaul Named New Head 
Of Diamond Iron Works 

J. P. Blaul was elected 
president of Diamond Iron 


Works, Inc., 18th Ave., N. & 
Second St., Minneapolis 11, 





J. P. BLAUL 


Minn., and Mahr Mfg. Co. 
Div., following the resigna- 
tion of L. J. Reay. Mr. Reay 
will continue to serve as a 
member of the board of di- 
rectors. 

Mr. Blaul joined the Dia- 
mond Iron Works early in 
1951. Prior to this he had 
owned and operated a suc- 
cessful business of his own. 





Two Division Managers 
Named by Corning Glass 


T. H. Trusiow, Jr., former 
sales manager of the con- 
sumer and technical products 
division, has been appointed 
general manager of the new 
products division of Corning 
Glass Works, Corning, N. Y., 
and John Carter, former new 
products division manager, 
was named general manager 
of the consumer products di- 
vision. The move re-estab- 
lishes this division as a sepa- 
rate division of the company, 
as it had been combined with 
the technical products divi- 
sion since 1948. 

Mr. Truslow joined Corn- 
ing in 1945 as sales promo- 
tion manager of the consumer 
products division. In 1947 
he was named division mer- 
chandising manager, advanc- 
ing shortly to the position 
of assistant to the vice-presi- 
dent, treasurer and director 
of sales, as well as being as- 
signed staff sales responsi- 
bilities. 

Mr. Carter joined Corning 
as vice-president and director 
of Corning Glass Works of 
Canada, Ltd., in charge of 
sales and production. In 1950 
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News of the Trade 








he was appointed manager 
of the new products division, 
with headquarters at Corn- 
ing, holding this position un- 
til his recent appointment. 





Fairbanks-Morse Makes 
Sales Staff Changes 


J. A. Cuneo, formerly man- 
ager of the Chicago branch 
of Fairbanks-Morse & Co., 
600 S. Michigan Ave., Chi- 
cago 5, Ill., has been pro- 
moted to the position of 
general sales manager. H. L. 
Hilleary will continue as as- 
sistant sales manager. 

Milo C. Roy, formerly 
manager of the Omaha 



































branch, has been appointed | 


manager of the Chicago 
branch, and J. W. Wright, 
manager of the diesel sales 
division, has been named 
manager of the Omaha 
branch. C. E. Dietle, form- 
erly diesel department man- 
ager of the Chicago branch, 
succeeds Mr. Wright. 

W. B. Wylly, manager of 
the Houston sub-branch, 
takes over the responsibili- 
ties of manager of the At- 
lanta branch. L. A. Weom, 
formerly manager of the St. 
Louis branch, has been trans- 
ferred to St. Paul, where he 
takes over the duties of 
branch manager, succeeding 
A,C. Thompson. Mr. Thomp- 
son has retired after 45 years 
of service. Clifford J. 
Schroeer succeeds Mr. Weom. 





Gordon R. Anderson, man- 
ager of the Freeport Works, | 


has been promoted to general 
manager of the electrical 
division, and W. H. Kingsley 
is sales manager of the elec- 
trical division. 

George C. Worthley, man- 
ager of the scale division, 
becomes general manager of 


that division, and Joe Peter- | 


son advances to the position 
of division sales manager. 








J. A. CUNEO 


24, 1952 








HOW MANY WILL 
BE YOUR CUSTOMERS? 


Millions of people are reading about the uses of 
KORD and all of the Sterling Caulking products. 





Stock Sterling leaders now! 
KORD . . . Sterling Elastic 
Glazing Compound... 
Sterling Elastic Caulking 
Compound. Your 1952 
customers are looking for 
Sterling products. 

The Sterling 1952 national 
advertising campaign is in full 
swing! — Be ready to make 
new friends and profits . 
order Sterling today! 


STERLING'S COMPLETE CAULKING 
SERVICE . . . DESIGNED TO SELL! 


A year-round service 


for 





protection 
against moisture, cold 
and dust. 
for 


air, insects 
1,000 
section of the country. 
Sterling leads the 


nation for complete 


uses every 


weatherproofing and 





caulking service. 


See your jobber 
or write us today. 


Make friends — customers — profits. 


STERLING PAINT 


& VARNISH CO. 


185H Commercial St. Malden, Mass. 











pmee YOUR SALES OPPORTUNITY oma, 
( The original 


|S EL La 


ELECTRIC 
STOCK 
PRODS 










Retail 


$7.95 
24 in. Long 
5 Batteries 


to handle livestock 


Needed by by Stockmen, 
Truckers, Farmers, Vets 
Saves time, tempers— 


Specially de- 
Vets, dog handlers, 


Powerful but harmless! 
gets desired results immediately. 
signed models for every need—stockmen, 
Quality built, 


Write for literature, discounts on complete line 


HUSH 


PRODUCTS CO., INC. 


3134 W. 28th St. MINNEAPOLIS 16, MINN. 


others. 


safe, trouble-free. 





( 
: 
( 
( 
( 
( 
{ 
( 
( 
{ 
( 
( 
{ 
q The best way 
; 
{ 
( 
( 
( 
( 
: 
: 
( 
( 
: 
: 
: 
( 











el wwenwenwwnwwnnwnwnwwenwn ww ww Wr OW OW OW WS 





to install HELLER 
STORE FIXTURES 
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Represents Roebling 
Woven Wire Fabrics 


Donald C. Hansen 
been named district 
representative for the Woven 


has 





DONALD C. HANSEN 


Wire Fabrics Division, John 
A. Reokting's Sons Co., Tren- 
ton 2, N. J. Mr. Hansen will 
cover  (Ohile. Michigan, and 
western New York state. 





Timmerman, O'Donnell 
Are Advanced by GE 


Walter M. Timmerman has 
been named general manager 
of the household refrigerator 
department of General Elec- 
tric C»., in Louisville, Ky., 
and Cnarles W. O’Donnell 
has been appointed Great 
Lakes district manager for 
the firm’s small appliance 
division, Cleveland, Ohio. 


News of the Trade 


sales 





Mr. Timmerman § started 
with General Electric in 1925, 
advancing through various 
refrigerator department posi- 
tions until he became assis- 
tant to the manager of the 
household refrigerator de- 
partment in_ Bridgeport, 


Conn., in 1951. He was sub- 
sequently made assistant 
manager, the position held 


until his recent appointment. 
Mr. O’Donnell joined the 
company in 1947 as a district 
sales representative in Kan- 
sas City. He was _ later 
named local sales manager 
at Omaha, and has most re- 
cently been assistant district 
manager at Cleveland. 


Rheem 1952 Line Shown 
At Sales Convention ‘ 


The 1952 line of household 
appliances’ produced by 
Rheem Mfg. Co., 570 Lexing- 
ton Ave., New York, N. Y., 
was unveiled at the firms’ 
recent annual convention of 
sales personnel, held at the 
Claridge Hotel, Atlantic City, 
N. J. 

The new line included auto- 
matic gas water heaters, fur- 
naces and other heating 
equipment. Other features 
of the convention included a 
talk on the history of the 
company, a panel discussion 
of salesmen’s problems, and 
an advertising and promotion 
presentation. 








Lindemann & Hoverson’s 


‘First Team” 





The new “first team” 
Lindemann & Hoverson Co., 


on sales and advertising for A. J. 


601 


W. Cleveland Ave., Mil- 


waukee, Wis., discuss promotion plans for Lectro-Host ap- 
pliances. Left to right, they are: George Schramel, sales 
manager; Jack A. Plano, field sales manager; Johnston P. 
Scott, vice-president and general manager of sales; A. G. 
Risch, advertising manager, and R. H. Meiners, manager of 
refrigeration and special products division. Mr. Schramel was 
formerly assistant general manager of sales, and Mr. Plano 
previously served as district sales manager in the northwest. 
Mr. Meiners was previously the firm's chief engineer, and 
now heads a new department created to study new markets 
and develop new products. 
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News of the Trade 











HARDWARE BRIEFS 








Alabama 
Irondale Lumber & Hard- 
ware Co., 1625 Bankhead 


Highway, Irondale, held its 
opening recently. Joe Baker 
is the owner. 





Colorado 


The Whitman Supply & 
Hardware store, Olathe, has 
been purchased by S. R. Bul- 
lock, from Glen Whiteman. 





Georgia 


Clark Hardware Co., for- 
merly located on Second Ave., 
S. E., Cairo, has moved into 


the location of the Griffin 
Grocery & Market on S. 
Broad St. 
lowa 


Charles Owen and Rex Rob- 
ertson have purchased the 
goods and buildings of Rex 
Thommen Hardware, Cantril, 
and have opened a new hard- 
ware store. 





Roger Krause has bought 
the hardware business and 
building of Ray Paul, Car- 
penter. 


Harry Darter recently pur- 
chased the stock of the Go- 
venius Hardware, Augusta, 
and has moved it to the east 
side of State St. 





Hesselius Hardware, Mc- 
Donald, has been sold to 
Francis S. Miller, who in 


turn sold the stock to Vic 


Ritter. The store has opened 
under the new ownership, and 
Mr. Miller retains ownership 
of the building 





Maryland 


Center Hardware Store, 
6832 New Hampshire Ave., 
in the Allen Park Shopping 
Center, recently celebrated 
its opening. The store is 
owned by Benjamin Nus- 
baum, and offers free parking 
for 500 cars and free delivery 
service. 


Nebraska 


Verdigre Hardware & Fur- 
niture, Verdigre, was sold to 
Willmer Heimann by John E. 
Pavlik. Mr. Heimann will op- 
erate a hardware store only. 





New Jersey 


Kirks Hardware, 547 
Franklin Ave., Nutley, has 
been sold to E. N. Wetherill. 





Douglas Hardware, in the 
Brookchester Shopping Cen- 
ter, New Milford, is a new 
hardware store that opened 
recently. 


Pennsylvania 


The retail hardware busi- 
ness of E. A. Klimach, 126 W. 
Market St., Scranton, is now 
being operated under the 
name of Mulley & Klimach. 
Ambrose Mulley, who oper- 
ated the store, has come back 
into the business as a part- 
ner. 








Sees Good Bicycle 
Sales Year 
(Continued from page 155) 


tion changes and the use of 
substitute materials, it has 
not been sufficient to meet 
the trade’s requirements, and 
the industry is not willing to 
conserve at the risk of lower- 
ing quality or safety coeffi- 
cients of the two-wheeler, 
Mr. Brokaw said. Recent 
surveys show a 40 pct de- 
cline in bike fatalities in the 
last 10 years. 

An optimistic outlook for 
the bicycle’s future was pre- 
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sented by John Auerbach, ex- 
ecutive secretary of the Bi- 
cycle Institute of America, 
who said that the bicycle is 
at the peak of its popularity 
with young and adult riders. 
Mr. Auerbach traced the de- 
velopment of the _ bicycle, 
from the first models through 
the rapid improvements lead- 
ing to the modern bicycle. 
Besides being used for plea- 
sure and health, the bicycle 
has been used by the armed 
forces, and is making sub- 
stantial contributions to the 
nation’s defense program, 
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Make over 33'3% profit 


on Edmont Work Gloves” 


lad ~ tomtom he 
and you get steady, i 7 doz, fanmele ~7 
repeat sales | Selling vite Ab-it Glove, | 
because they wear / “sr... “**-$13.20 H 
5 to 10 times Cee... See! 
longer a; 


You can offer your customers a complete line of “coated” 
work gloves at competitive prices and make a full profit 
with the Edmont line. And workers prefer Edmont 
Gloves because they wear 5 to 10 times longer. Their 
superior wearing qualities as compared with ordinary 
work gloves have been proved by millions of pairs in 
service and on-the-job tests which are on record at 
Edmont. Order a sample pair and you will see why 
Edmont is the full-profit line for your store. 







Every dozen packed 
in a strong-selling 
display. 


Natural rubber ‘‘Grab-its’’ give firm, safe 
grip on smooth, slippery or wet materials. 
Rough rubber finish is chemically welded to 
strong fabric, Styles: knitwrist, safety cuff, 
gauntlet. (Not recommended for use in oil or 
grease.) 


* 
Reinforced neoprene ‘‘Neox"’ Gloves re- 
sist grease, acids, caustics, solvents, Wear 
longer than ordinary neoprene coated gloves, 
are safer, more comfortable than unlined rub- 
ber. Snag and tear resistant. Choice of styles. 


Plastic coated gloves. For long wear on 
heavy-duty abrasives-handling jobs, They re- 
sist oil and grease, are guaranteed liquid- 
proof, and retain their flexibility, All-over or 
palm-and-thumb coated; several styles. 


Edmont Manufacturing Co., 
1214 Walnut St., Coshocton, Ohio 
Please send Pocket Catalog, price list 


and sample pair of gloves checked below. 
25c enclosed to cover mailing. 


Grab-it Natural Edmont Plastic 
Rubber Coated NEOX Coated Coated 
Store Name . - =  ————— 
ee ee —_ 
City —— Zone_____ State - 





Your Jobber’s Name iniinisioaal 
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our sales 





are 





soaring! 
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UTHERN 


WOOD 


SCREWS 


(Slotted or Phillips Heads) 


offer you a chance to cash in 


Take advantage of the rapidly climbing popularity 
of Southern wood screws, and cut yourself in for 
your share of profits! Southern’s sales are at a new 
high—and that’s a fact. Here’s why. 

Users like Southern screws because of their 
rugged, single-thread construction—the high-quality 
materials from which they’re made—and their fast- 
starting, clean-cutting qualities. Furthermore, cus- 
tomers appreciate the perfect uniformity of Southern 
screws—no blanks, no chips, always a full measure 
of perfect fasteners in every box. 


All this results in more repeat business, greater 
volume. Cash in on Southern’s sales success. Write 
today for our catalogue. 

FACTORY WAREHOUSES 


4100 Dell Ave. 
North Bergen, N. J. 


325 W. Ohio St. 
Chicago 10, II. 
280 Decatur S.E. 
Atlanta, Georgia 


SOUTHERN 


SCREW COMPANY 
104 RICKERT ST. 
STATESVILLE, NORTH CAROLINA 


News of 





the Trade 











NEWS OF 


MANUFACTURERS’ AGENTS 








Slaymaker Lock Names 
Moran in Southeast 


James G. Moran has been 
named sales representative 
of Slaymaker Lock Co., Lan- 





JAMES G. MORAN 


caster, Pa., te cover North 
and South Carolina, Georgia, 
Florida, Alabama, Tennessee, 
Mississippi and New Orleans, 
La. 

Mr. Moran has spent his 
entire career in sales, and 
is well known by wholesalers 
in the south. He maintains 
offices at 72 Delmont Dr., 
N. E., Atlanta 5, Ga. 





Cowan Sales Co. Moves 
Newark Branch Office 


The offices and warehouse 
of Cowan Sales Co., formerly 
located at 183 Vassar Ave., 
‘Newark 8, N. J. have been 
moved to the firm’s own 
building at 961-975 Freling- 
huysen Ave., Newark 5. The 
New York City office of 
Cowan Sales Co. will continue 
to be located at 30 Church St. 





Irving F. Moulton & As- 
sociates, 43 Leon St., Boston 
15, Mass., will handle house- 
wares, sundries and automo- 
bile items for Pretty Prod- 
ucts, Inec., Coshocton, Ohio. 
Mr. Moulton has been closely 
identified with rubber house- 
wares products for the last 
11 years. 





Elmora Sales Co., manu- 
facturers’ representatives at 
15 Hayes Ave., Elizabeth, 





®o ® © © ® @ 
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N. J., has been appointed by 


E & J Enterprises, Verona, 
N. J., to handle sales in New 
York and New Jersey. 





J. T. Eaton & Co., Inc., 
Cleveland, Ohio, has _ ap- 
pointed J. E. Bouchard & As- 
sociates, 161 Devonshire Ave., 
Boston 10, Mass., as repre- 
sentatives in New York, New 


Jersey, Pennsylvania, Dela- 
ware, Maryland, Virginia, 
West Virginia, and North 


and South Carolina. The 
firm previously represented 
J. T. Eaton in the New En- 
gland states only. 





Earl E. Eckstrom & Asso- 
ciates, 2610 Second Ave., 
Seattle, Wash., has been 
named as representative for 
the Pearl-Wick Corp., Long 
Island City, N. Y., in Oregon 
and Washington. Stanlee 
Fried, 14048 Superior Ave., 
Cleveland 18, Ohio, has been 
named to represent Pearl- 
Wick in Ohio and Michigan. 





Camillus Cutlery Co., Ca- 
millus, N. Y., has appointed 
R. F. Rothrock & Sons, 238 
N. Avalon St., Memphis, 
Tenn., to handle the sale of 
its household cutlery and 
“Camco” pocket knife lines in 
Alabama, Florida, Georgia, 
Kentucky, Mississippi, North 
and South Carolina, Tennes- 
see, Virginia, and West Vir- 
ginia, 





Gasstrom- White & Co., 
Inc., manufacturers’ repre- 
sentative at 520 Hunts Point 
Ave., New York 59, N. Y., 
has been named to handle the 
replaceable tipped safety 
hammer line of B. R. Dicks 
Co., Lebanon, Ind. The firm 
will cover New York and 
northern New Jersey. 





Louis W. Appell Co. 11 
Warren St., New York, N. Y., 
has been named manufac- 
turers agent for Black Pan- 
ther Tool Co., 401 N. Broad 
St., Philadelphia 8, Pa., cov- 
ering metropolitan New York 
and northern New Jersey. 





Howard Dustless - Duster 
Co., 80 Freeport St., Dor- 
chester 22, Mass., has an- 
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News of the Trade 





nounced the appointment of Morris Named Salesman 


two manufacturers’ agents. 
Kling & Johnson, P. O. Box 
i189, Honolulu, Hawaii, has 
been named for Hawaii ter- 
ritory, and 7. M. Welborn 
Co., P. O. Box 3175, Green- 
ville, S. C., will cover North 
and South Carolina. Both 
firms will have charge of the 
sales of all Howard products. 





Lou A. Delaney Co., manu- 
facturers’ agent, with offices 
at 9 S. Clinton St., Chicago 
6, Ill., will represent Edwin 
H. Fitler Co., manufacturer 
of rope, in Wisconsin, Minne- 
sota, Illinois, Indiana, Iowa, 
and parts of Missouri and 
Nebraska. 





Watch Marks 50 Years 
With Shelby Hinge Co. 


In behalf of 50 years of 
service with the Shelby 
Spring Hinge Co., Shelby, 
Ohio, Jerry Roth, 64, was 
presented a gold watch by 
L. D. Malone, president, at 
a recent dinner party hel 
at the Hotel Talbott, Galion, 
Ohio. 20 foremen and office 
employees of the company 
attended. 

Mr. Roth joined the com- 
pany in 1901, and is the 
oldest employee of the firm. 





To Represent Tryon 
Co. In Connecticut 


Andrew S. Christensen, 
16 Carlson St., New Britain, 
Conn., has been appointed to 
represent the Edw. K. Tryon 
Co., 815-819 Arch St., Phil- 
adelphia 5, Pa., hardware 


and sporting goods whole- 
saler. Mr. Christensen will 
Connecticut for the 
He represented Mas- 
Inc., 


cover 
firm. 
back, 
years. 


for the last 15 





ANDREW S. CHRISTENSEN 
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For Perfection Stove 


Edwin V. Morris has joined 
the sales staff of Perfection 
Stove Co., 7609 Platt Ave., 





EDWIN V. MORRIS 


Cleveland 4, Ohio, to repre- 


sent the firm in southern 
Oklahoma. 
Mr. Morris started his 


career by selling Maytag ap- 
pliances, and spent the two 
years prior to joining Per- 
fection Stove selling appli- 
ances wholesale to the retail 
trade in central Missouri. 





Lester Appointed Sales 
Engineer by Arvey Corp. 


Willis N. Lester has been 
appointed sales engineer for 
Arvey Corp., 3472 N. Kim- 
ball Ave., Chicago 18, IIl., to 
cover the New England 
states, New York, Pennsyl- 
vania, New Jersey, Mary- 
land, Delaware and Wash- 
ington, D. C. 

Mr. Lester has been asso- 
ciated with the Celanese 
Corp. and that firm’s Vimlite 
department. He will now 
serve wholesalers of R-V- 
Lite, made by Arvey Corp., 
in sales, distribution prob- 
lems and territorial surveys. 





Appointed Color Stylist 
For Martin-Senour Co. 


Margaret Hutchison has 
been appointed color stylist 
for the trade sales division of 
Martin-Senour Co., 2520 S. 
Quarry St., Chicago, Ill. She 
will devote much of her time 
to the training of retail sales 
personnel in making full use 
of the Nu-Hue color system 
and in improving the home 
decoration counselling  ser- 
vice of Martin-Senouh deal- 
ers. 


‘We leaned the seeret 
of repeat business" 


“T have to live with my customers day after day. I get 
a lot of satisfaction and most of my business because 
my Customers trust me, and buy over and over again. 

“I can’t any more afford to offer poor quality mer- 
chandise than I can afford to sell below cost... I'd go 
broke if I tried it. 

“I used to think a paint brush was just something 
you used to slap on paint. . . that one brush was just 
about like any other one. But an old painter set me 
back on my heels. He showed me things about a paint 
brush that made me blink. 

“Today I’m still no expert on brushes. . . but I don’t 
have to be. I know I can recommend the right Super- 
kleen Brush for the job and know darned well the cus- 
tomer is getting a deal that will bring him (or her!) 
back for more. 

“I’m proud that my customers trust me, and I’m 
proud to handle products like Superkleen Brushes. 
Bristle or nylon, for lady dabbler or professional 
painter, there is no better fmerchandise in my opinion 
than the Superkleen Brush Line.” 


& 14,000 DEALERS 


have learned that Super- 
kleen Brushes can be sold 
without reservation. 
How about you? 














Devoe & 
Raynolds 
Company, 
Inc., 
Princeton, 
Indiana 


















Stacks Represents Utica 
In Northern Texas 


John W. Stacks has been 
appointed factory representa- 
tive of Utica Drop Forge & 





JOHN W. STACKS 


Tool Corp., Utica 4, N. Y., 
in the north Texas area. He 
will contact hardware whole- 
salers and distributors on the 
Utica line of pliers and ad- 
justable wrenches as well as 
doing work with industrial 
plants. 


Boston Varnish Awards 
Watches for 25 Years 


Upon completion of 25 
years of service with Boston 
Varnish Co., Everett Sta., 
Boston 49, Mass., Harry A. 
Hall, Jr., vice-president and 
treasurer of the firm, was 
presented with a watch by 
Franklin J. Lane, president. 

The presentation was 
made at the 1951 Kyanize 
Christmas party, held Dec. 
19. Others to join the firm’s 
25-Year Club with a watch 
were: John B. Crawford, 
Francis Diamond, and Fran- 
cis J. Delaney. 


Top Level Advancements 
Made by Philco Corp. 
A number of advance- 


ments in the top level or- 
ganization of Philco Corp., 


Tioga & C Sts., Philadel- 
phia, Pa., have been an- 
nounced. 

John M. Otter, formerly 


vice-president and _ general 
sales manager, was appoint- 
ed vice-president and general 
manager of the refrigeration 
division, and will head the 
management of all Philco ap- 
pliances. Thomas A. Ken- 
nally, former president of 
refrigeration division, was 
named vice-president on the 
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executive staif and chair- 
man of the distribution com- 


mittee. 
Frederick D. Ogilby has 
been appointed vice-presi- 


dent, television and radio di- 
vision, and will direct all 
sales activities of the divi- 
sion, as well as product de- 
velopment of the line. John 
L. Utz, a district represen- 
tative and division manager, 
has been advanced to na- 
tional sales manager of tele- 
vision. 





Nicholas Handles Sales 
Area for Ocean City 
Joseph T. Nicholas has 
been appointed to do sales 
and promotional work in the 





JOSEPH T. NICHOLAS 


New England, New York and 
Pennsylvania area for Ocean 
City Mfg. Co., A & Somerset 
Sts., Philadelphia, Pa., and 


News of the Trade 





its subsidiary, Montague Rod 
& Reel Co., Montague City, 
Mass, 

Mr. Nicholas has worked 
as a salesman in a retail 
hardware and tackle store, 
then served as buyer of 
tackle, guns and ammunition 
for Carlisle Hardware Co. 
for four years. 





Schmachtenberg Retires 
From H. Boker & Co. 


After more than 25 years 
of traveling for H. Boker & 
Co., Inc., 101 Duane St., New 
York 7, N. Y., maker of Tree 
Brand cutlery and _ Boker 
tools, F. W. Schmachtenberg 
has retired. 

Mr. Schmachtenberg 
started traveling for the firm 
in 1925 in mid-western terri- 
tory. Prior to that he had 
worked for Durham Duplex 
Co., and for his father’s cut- 
lery business, Schmachten- 
berg Bros. 


Duo-Therm Names Sales 
Promotion Manager 

Louis C. Vandertill has 
been named the new sales 
promotion manager of Duo- 
Therm Div., Motor Wheel 
Corp., Lansing, Mich., and 
Bruce York was promoted to 
advertising manager. 

Mr. Vandertill joined the 
firm in 1947 as assistant ad- 
vertising manager, becoming 
advertising manager in 1949. 








Perfection Salesmen Attend Sales Meeting 





Each salesman attending the national sales convention of 
Perfection Stove Co., 7609 Platt Ave., Cleveland 4, Ohio, 
received a special Life magazine cover bearing his own like- 
ness. Shown with their personalized covers are: Stanley P. 


Bent, William E. Brunson, Joseph W. Tarin, and Duane L. 


Hibbs. 


Mr. Brunson is a salesman in the Chicago area, and 


Messrs. Bent, Tarin and Hibbs sell out of Kansas City, Mo. 


Phillips to Represent 
Vise-Grip in West 
Larry Phillips has 
appointed the new western 
representative ef Petersen 


been 





LARRY PHILLIPS 


Mfg. Co., DeWitt, Neb., 
maker of Vise-Grip hand 
tools. 

Before his new appoint- 


ment, Mr. Phillips was man- 
ager of Roesch & Spears, 
Vise-Grip distributors in 
California, for a number of 
years. He will maintain head- 
quarters in Los Angeles. 





Cited for 25 Years With 
Behr-Manning Corp. 


George L. Cobleigh, eastern 
region hardware manager of 
Behr-Manning Corp., Div. of 
Norton Co., 83 Cambridge 
Pkwy., Cambridge 42, Mass., 
was among 27 employees to 
receive a wrist watch com- 
memorating 25 years with the 
firm. The presentations were 
made at a service awards din- 
ner, recently. 

Along with the presenta- 
tions for 25 years of ser- 
vice, 22 employees were 
commended for 15 years’ ser- 
vice, as were 106 for 10 years 
of service with the firm. 





Purchases Rights to 
Lectro Paint Peeler 


Otto Konigslow Mfg. Co., 
2189 W. 26th St., Gleveland 
13, Ohio, has purchased the 
patents and entire manufac- 
turing rights to the Lectro 
Paint Peeler, made by Lectro 
Weld, Inc., which has become 
the Lectro Division of Otto 
Konigslow Mfg. Co. 

The firm has announced 
that the same sales personnel 
have been retained, and list 
prices and discounts will re- 
main unchanged. 
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PRICE $385.00 
1/2 to 2-Inch 


















BEAVER 


MODEL “E” 
give 2" bot machine 


@ Cuts, threads and reams all kinds 
of pipe from Y% to 2-inch. With a drive 
shaft and geared tools cuts and threads 
pipe up to 8-inch. Cuts off bolts and 
rods up to %-inch. Threads bolts and 
rods to 1¥%-inch in one cut; up to 2-inch 
in two cuts. 

Write Beaver for detailed bulletin—or 
order through your supply house! 

“Over 50 Years of Friendly Service” 

BEAVER PIPE TOOLS 


234-300 Dana Ave. 
Warren, Ohio, U.S.A. 


’ 
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AVAILABLE 
- — ” aS , <— IS\ - 
=—= | [Ao] Ly 
THE BEAVER WAY — ELIMINATES S\N 78 Soononeal P e: 
are Ac ee fy 
SPINDLE "WHIP" AMD WORM BEARINGS AN au err ty 
NO SPINDLE WHIP RENEWABLE 


» SAFETY —_ 
LOCK BRONZE BEARINGS 


Sell the 
power mower 
that never 





HURRICANE 


Satisfied customers are the backbone of any successful 
business. And that’s why the Hurricane line appeals to 
money-minded dealers. For Hurricane quality never remains 
a secret in any neighborhood. Homeowners rave about 
the way this sturdy mower slashes through tall weeds 
and wiry grass. They like its ease of handling, its 
rugged construction, its vast amount of reserve 
power for tough cutting jobs. They like the as- 
sured availability of parts and service, and that 
every new improved feature fits any 
Hurricane ever made. Yes, the 
word’s cut on Hurricane. . . so 
be ready to meet the increas- 
ing demand! Find out how 
profitable it is to carry 
the line of proven qual- 
ity ... Hurricane! 






















Architects and ~~=(GHICAGO)~" 
Builders Specify — 





SPRING HINGES 


| 


le 





@ Modern Factories 
@ Office Buildings 


@ County, State and 
Federal Buildings 


@ Ships of Our Navy 


Every year more and more Architects 
and Builders are specifying Chicago 
"Triplex" Spring Butt Hinges because 
they are carefully designed with 
many superior features. They are 
smart looking and streamlined to 
harmonize with modern architectural 
requirements. 





Type BU2001 
“'Triplex'' 


“Spring Hinges of Quality" 


Two 
Easy-to-Sell 
Models 


THE HURRICANE_. big, rugged rotary mower that takes heavy 


cutting jobs in its stride. No clutch or gear to adjust . . . just move it 
along and knock a 20-inch swath through the toughest tangles of 


weeds or grass. 4 


HURRICANE JUNIOR —here’s concen- 
trated cutting power for the small city 
lawn. A compact, lighter replica of the 
big Hurricane. 




















ring Hinae Co. 
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WHY CUSTOMERS PREFER HURRICANE 


@ 4-cycle, air-cooled 2 h.p. © Malleable aluminum 
gasoline en gine — “over- carriage 
powered” for assured per- —@ Ball-bearing wheels (punc- 
formance ture-proof tires) 
r pin ne eal for Tempered steel fan-tip ro- 
tary blade 


e Full-floating friction ’ . 
drive . @ Adjustable cutting height 
e@ Rust-proof, silver-plated © Turning crutch for greater 


drive shaft maneuverability 





USE THIS COUPON 
Get Details and Prices Now 


National Metal Products Co., Inc 


ORDER NOW—Be Ready 
to Meet the Demand for 
this Fasct-Selling, Big- 
Profit Power Mower! 








NOTICE TO JOBBERS: 
A few choice territories 
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Kansas City 8, Mo. 
| want to meet customer demand for 


qualify—write for infor- Hurricanes. Rush me complete outline of 


mation. this year’s selling plans. 
PRODUCTS COMPANY ! cit, 
2722 Cherry Street - State 
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Harry Magen 


Harry Magen, founder of 
Magen Hardware Co., 5228 
Market St., Philadelphia 39, 
Pa., died Jan. 1, 1982. 

Mr. Magen had been in 
the hardware business since 
1906, and was also treasurer 
of the General Doors Corp., 
Bristol, Pa., and president of 
the Ludmar Realty Co. He 
also built many apartments 
in the Philadelphia area. His 
widow, a daughter, and a 
son, Bernard, survive him. 





HARRY MAGEN 


News of the Trade 





Frederick A. Olmstead 


Frederick A. Olmstead, 59, 
district sales manager ot 
Youngstown Sheet & Tube 
Co., Cleveland, Ohio, died re- 
cently of a heart attack. Be- 
fore joining Youngstown 
Sheet & Tube in 1939, Mr. 
Olmstead was vice-president 
of Hodell Chain Co., Cleve- 
land, for 25 years. He is sur- 
vived by his widow, a son, 
Frederick A., Jr., and four 
daughters. 





Ray E. Sallee 


Ray E. Sallee, 66, co-foun- 
der of Sallee Bros., Poca- 
hontas, Ark., manufacturer 
of hickory handles, died of 


a heart ailment recently. He 
had been ill for several 
months. 

Mr. Sallee founded Sallee 
Bros. about 44 years ago 
with his brother, the late 
Joe O. Sallee, and he was a 
past president of the Na- 
tional Hickory Handle Asso- 
ciation. Survivors include 
his widow and daughter. 





Abe Baum 


Abe Baum, a prominent 
member of the Michigan Re- 
tail Hardware Association 
and a member of its Section 
8A District Executive Com- 
mittee, died recently. Mr. 
Baum operated Baum Hard- 
ware, Escanaba, Mich., for 
a number of years. 








Briddell Made Member 
Of Rice Leaders Group 


Chas. D. Briddell, Inc., 
Crisfield, Md., has been 
elected to membership in the 
Rice Leaders of the World 
Association of New York, 
having been selected as spe- 
cialists in the manufacture 
of fine quality cutlery. 

The invitation to join was 
based upon recommendations 
which the Association re- 
ceived from wholesalers and 


retailers throughout the 
country, who nominated 
Chas. D. Briddell, Inc., as 


measuring to the four quali- 
fications for membership. 
These include a reputation 
for fair and honorable busi- 
ness dealings, an honest 
product of quality truthfully 
presented, a responsible and 
substantial financial stand- 
ing, and a reputation for con- 
ducting business in a prompt 
and efficient manner. 


New Soft Fibre Twine 
Glossary Available 


A new 12-page soft fibre 
twine glossary is now being 
distributed by the twine di- 
vision of the Soft Fibre Man- 
ufacturers’ Institute, 9 Rock- 
efeller Plaza, New York 20, 
N. Y. It contains descrip- 
tions of over 70 of the most 
commonly used terms in the 
industry, and some of these 
descriptions are illustrated. 

Copies of the brochure, de- 
signed primarily for sales- 
men of soft fibre twines, 
have been mailed to distrib- 
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uors from the Institute. Ad- 
ditional copies may be se- 
cured by requesting them 
from any one of the soft 
fibre twine manufacturers 
composing the twine divi- 
sion of the Institute. 

Manufacturers’ include: 
American Mfg. Co.; Colum- 
bian Rope Co.; Doiphin Jute 
Mills; Hanover Cordage Co.; 
The Hooven & Allison Co.; 
The Thos. Jackson & Son 
Co.; Ludlow Mfg. & Sales 
Co., and The Schlichter Jute 
Cordage Co. 


Abramson Heads Guild 
For Decorative Lights 


A. Abramson, Raylite Elec- 
tric Corp., New York, has 
been elected president of the 
Decorative Lighting Guild of 
America, Inc., 2122 Keith 
Bldg., Cleveland, Ohio, a 
group of manufacturers of 
Christmas lighting sets and 
other illuminated Christmas 
decorations. 

Other officers elected are: 
vice-president, Alex Miller, 
Miller Electric Co., Paw- 
tucket, R. I.; treasurer, Har- 


old Hyman, U. S. Electric 
Mfg. Corp., New York, and 
secretary and managing di- 
rector, Don Julien. 
Directors are: Messrs. Ab- 
ramson and Miller; Herman 
Cooper, General Electric Mfg. 
Co., Brooklyn, N. Y.; Joseph 
G. Riesman, Royal Electric 
Co., Pawtucket, R. I., and 
Joseph H. Ward, Noma Elec- 
tric Corp., New York. 
Henry Hyman, U. S. Elec- 
tric Mfg. Corp., and Morris 
Goldman, Good-Lite Electric 
Mfg. Co., Bridgeport, Conn., 
continue as directors. 











Introduce New Pumps at Recent Peerless Pump Meeting 





A review of 1951 accomplishments, the introduction of several new types of pumps, 
and the solving of difficult manufacturing and sales-service requirements arising from 


defense preparations, were covere 


d at a recent meeting of Peerless Pump Division, Food 


Machinery & Chemical Corp., 301 W. Avenue 26, Los Angeles 31, Calif. The meeting, 
held in New Orleans, La., was attended by all district sales managers and certain 
engineering and administrative personnel. First row, left to right: C. L. Nickel, W. E. 
Griffin, C, C. Cook, E. W. Lundy, J. C. Bonsall, C. H. Sortor, E. H. Lanthorn, F. W. 


McCann, S. M. Riordan, and R. H. 


Tucker, E. H. Hansen, and D. R. Rankin. 


Hull. Back row, left to right: G. F. Twist, B. A. 
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Winner in the recently concluded Wipe-On windew 
display contest conducted by the Embree Mfg. Co.. 
Elizabeth 4, N. J., was Frank L. Kohl, who is associated 
with the R. A. Bergman retail store, 4041 W. North 
Ave., Chicago. The sponsoring distributor was Chas. 
Novak & Son, Chicago. Looking on as W. A. Phair, 
editor, HARDWARE AGE, draws the lucky entry, 
while Orville A. Petty, II, Embree sales manager, 
holds the dealer contest box, are (left) E. R. Sandiford, 
: eastern manager, HARDWARE AGE, and (right), 
, < Eliot S. Howell, advertising manager, Embree Mfg. Co. 
ve Com- 


y. Mr. 
Hard- ;, The new truck of Salt Lake 
for eA POE ELLE : City Hardware Co., 105 N. 
2 Third St., Salt Lake City, dis- 
: the new Draper-May- 
sign, which is offered 
s ; are the firm, 4861 Spring 
Electric —— | , Ave., Cincinnati 32, 
. Ohio, to its wholesale distribu- 

tors, 


include 
hter. 


‘ominent 








M. J. Fortier, 
Sherwin Williams 
Co., left, wel- 
comes members of 
Paint & Wall- 
paper Distributors 
of America, Inc. 
at Cleveland. 
Shown are Irwin 


r af aoe A Hubert Groves, left, 
Hu h ‘ pe oom salesman of Fayette R. 
— Plumb, Inc., Philadel- 
; phia, Pa., is shown with 
John Daly, as he ap- 

peared on the CBS 

show, “What's My 


Line.” 


Citing recent volume gains in the 
line of Rubbermaid housewares ac- 
cessories, handled by H. Schultz & 
Sons, wholesaler, 620 Market St., 
Newark, N. J., Sidney Schultz, pres- 
ident, predicted that 1952 would 
be one of the firm's best years. 
J. R. S. Conybeare, general sales 
manager of Wooster Rubber Co., 
Wooster, Ohio, maker of the Rub- 
bermaid line, was present at the 
Schultz Co. sales meetings. Shown, 
left to right, seated, are: Mr. 
Schultz; Mr. Conybeare; Sam 
Schultz, and Harry Greenburg, buy- 
er. Standing are Robert Rossney, 
representing another Rubbermaid 
representative, and Carl Singer, 
merchandise manager. 
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Bi Suen DOOR NEEDS THREE! 


RIFFIN- 


BUILDERS 


HARDWARE 


¢y GRIFFIN 


For more than 50 years Griffin 
hinges have been known for their 
fine materials and workman- 
ship. Griffin hinges are 

part of a wide variety of light 
builder's hardware... 


quality produced by 





Griffin. 


anufacturing Company 





ERIE » 


THE B. S. ALDER COMPANY 
45 Warren Street 


PENNSYLVANIA 


New York 7, N.Y. 
HARVEY D. RUSH & SONS WALTER S. JOHNSON & SONS E. H. FARRAR 


4638 Nichols Parkway 
Kansas City, Missouri 
WILBUR H. DAVIS 
4639 W. Fargo Avenue 
Chicago 26, Illinois 
GEORGE A. GREGG 
17134-6 Wyoming Avenue 
Detroit 21, Michigan 
AUSTIN & EDDY INC. 
115 Broad Street 
Boston, Massachusetts 
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917 St. Charles Avenue 
Atlanta, Georgia 
H. C. GLOVER 
2611 Garrison Bivd. 
Baltimore 16, Maryland 
ROY L. ROGERS 
1620 Garfield Street 
Denver 6, Colorado 


W. C. MEIBAUM & CO. 
6954 Oleatha Avenue 
St. Louis 9, Missour? 






6637 Golf Drive 
Dallas 5, Texas 
CHARLES L. LEWIS 
1355 Market Street 
San Francisco 3, Calif. 
R. F. BEVERS 
4524 East 60th Street 
Seattle, Washington 
L. G. FULLER, JR. 
644 Wellington Road 
Jackson 6, Mississippi 





. 
\ 
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WILLIAM ERNST 
CALDWELL, first vice 
president and director of 
sales of the Cleveland 
Twist Drill Co., Cleveland, 
Ohio, began his connection 
with the company in 1901 
as office boy. He had started 
his business even 
earlier, as a bookkeeper 
with McClung, Buffet & 
Buckwell, Knoxville, Tenn. 
In 1902 Mr. Caldwell went 
to the Chicago stockroom of 


career 





> 
Fs 


e Ai ‘ 





WILLIAM E. CALDWELL 


the Cleveland Twist Drill Co. as a clerk and then 
went into sales work. He became an outside sales- 
man in 1904. From 1906 to 1916 he was sales rep- 
resentative in the Eastern Atlantic States with 
headquarters in Philadelphia. In 1916 he trans- 


HARDWARE AGE, JANUARY 24, 1952 





ferred 
in 192% 
was na 
preside 
sently 

favorit 
month- 





BRU‘ 


He als 
manuf: 
May 1! 
the Ac 
started 
pany, 

water 

of dive 
day on 





the age 
he joi 
city sa 
is adv 
active 
work ¢ 
and ve 
day on 


HARDY 











WELL 


then 
ales- 
rep- 
with 
ans- 








ferred to Cleveland as assistant manager of sales; 
in 1922 became manager of sales, and in 1951 he 
was named to his present position. He is a former 
president of the Metal Cutting Institute and pre- 
sently is vice president. Mr. Caldwell says his 
favorite hobby is playing baby sitter to his 17- 
month-old grandson. 


BRUCE L. COMPTON 
who is well kriown to buy- 
ers of marine and railroad 
hardware and equipment all 
along the eastern seaboard, 
is now in his 52nd year 
in the hardware business. 
He started work as man- 
ager of the marine depart- 
ment of H. S. Getty & Co., 
Philadelphia, in 1926, and 
in that capacity still visits 
all shipyards from Bath, 
Me. to Newport News, Va. 
He also sells to railroads and railway equipment 
manufacturers. He began his business career in 
May 1900 as a clerk in the Philadelphia office of 
the Adams & Westlake Co. and three years later 
started in the sales department of the same com- 
pany, specializing in railroad equipment. Salt 
water fishing and bridge are his favorite forms 
of diversion. Mr. Compton marked his 71st birth- 
day on Nov. 28. 





BRUCE L. COMPTON 


“HENRY NAST, sales 
representative of the Hu- 
enefeld Co., manufactur- 
ers of Boss gas stoves and 
heaters, was recently ten- 
dered a luncheon at the 
Cincinnati Club, Cincin- 
nati, Ohio, in recognition 
of his 50th year with the 
company. He was _ pre- 
sented with a watch by W. 
E. Huenefeld, president. 
Mr. Nast joined the com- 
pany on Nov. 1, 1901, at 
the age of 27, in the shipping department. In 1912 
he joined the sales department and later became 
city sales representative. His son, William J. Nast 
is advertising manager of the company. He is 
active in a local hardware club and in church 
work and devotes his spare time to raising flowers 
and vegetables. Mr. Nast celebrated his 77th birth- 
day on July 29. 





HENRY NAST 
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Wood frame, } 
16 ga. concrete 
barrow 


~ KILBOURNE & 


Crimson and nile green, 
& 





18 


ga. seamless-tray garden bar- 
\. row; semi-pneumatic 10x2.75 
tire. Packed 1 or 3 to carton. 





Tubular 
, frame, 14 ga. 
'} contractors’ 


Pays Its Way 


One complete source for all your bar- 
row and truck needs... Improves turn- 
over ... Widens sales range . . . Cuts 
freight costs. Over 100 models of wheel 
barrows, 2- and 4- wheel trucks, dollies 
and skids. Replacement truck casters 
and wheels. All built with 80 years of 
skill for heavy service in designated 
types of duty. 


Write today for catalog on K & J... profit 
line you can build your good name on! 


THE 
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The Business Outlook—Markets and Price News 


(Continued from page 14) 


real volume from 1950. It repre- 
sented an increase of about 15 pct 
valued in 1951 dollars, which had a 
smaller purchasing power than 1950 
dollars,- over the 1950 production 
total of $282.6 billion. 

The increase, Mr. Sawyer said, 
was achieved by increased utiliza- 
tion of the nation’s manpower, by 
expanding industrial facilities and 
by the more intensive use of exist- 
ing capacity. 

“This large expansion in produc- 
tion permitted us to push toward 
our objective of increased military 
strength, while broadening our pro- 
ductive capacity,” he added. 

A record volume of inventories 
was accumulated during the year, 
Mr. Sawyer reported. There was a 
continued increase in stocks of de- 
fense goods in the second half of 
1951 but considerable liquidation 
took place in involuntarily accumu- 
lated consumer goods holdings. 


Increase in Freight 


Rates on Appliances 


Drastic increases in freight rates 
and consequent cost of shipping 
household appliances will become 
effective Feb. 1, J. G. Borson, traf- 
fic manager of Hotpoint, Inc., and 
chairman of the American Home 
Laundry Manufacturers’ Associa- 
tion traffic committee, warns. 

The present cost of shipping a 
carload of 84 household washers to 
New York City from Chicago is 
$377.64, or $4.50 per washer. The 
new charge will be $510.61 per car, 
or $6.08 per washer. 


Two New Tappan 
Stoves Introduced 


Tappan Stove Co. is building 
its 1952 merchandising program 
around two new gas range models 
now in production. They are the 
model ST-63 with the famous Tap- 
pan “Tel-U-Set” and the STV-63, 
which will have the Tappan Visua- 
lite oven as well as all the features 
of the ST-63. 
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Retail Sales Hit 
Record High in 1951 


November sales of hardware 
stores, seasonally adjusted, were es- 
timated at $242 millions, one mil- 
lion dollars higher than in the 
previous month and $18 million 
higher than in November 1950. 

The 11-month total for 1951, as 
estimated by the Dept. of Com- 
merce, exceeded the 11-month total 
for 1950 by 13 pet. 

The monthly totals follow: 


Seasonally adjusted 
(add 000,000) 
1951 1950 1949 1948 


Jan. 279 195 204 206 
Feb. 272 197 200 204 
March 258 195 198 206 
April 240 198 197 211 
May 240 207 200 205 
June 235 220 196 210 
July 226 241 195 210 
Aug. 233 247 187 214 
Sept. 241 235 198 211 
Oct. 241 230 194 210 
Nov. 242 224 190 203 





2,707 2,389 2,149 2,290 
Dec. 245 193 204 





2,634 2,342 2,949 


Sears Spring Book 
Shows Price Decline 


Prices in the spring catalog of 
Sears, Roebuck & Co. are down an 
average of 3% pct from the mail 
order house’s fall book but are 
little changed from the 1951 spring 
catalog. The 1952 catalog lists ap- 
proximately 100,000 items. 

T. V. Houser, vice president in 
charge of merchandising, stated 
that 2,156 separate items, repre- 
senting all categories of goods and 
weighted according to importance, 
were used in making comparison. 

There was a 1.7 pct drop in such 
“big ticket” items as stoves, re- 
frigerators and other appliances, 
plumbing, farm equipment, radio- 
television receivers and furniture. 
Such durable lines as_ electrical 
cal goods, utensils and wiring. 


Coleman Cuts Prices 
On 24 Heater Models 


Coleman Co., Inc., Wichita, Kan., 
manufacturers of oil- and gas-fired 
home heating equipment, on Jan. 7 
announced a reduction in prices 
ranging from $5 to $25 on 24 models 
of circulating heaters, floor fur- 
naces, water heaters and wall heat- 
ers. Sheldon Coleman, president 
and general manager, said prices 
would remain unchanged through- 
out the first six months of 1952, 
although he admitted the company 
was faced with probable increases 
in material and labor costs. 


Arvin Cuts Prices 
On 2 Electric Irons 


As a mid-winter “special,” Arvin 
Industries, Inc., has lowered retail 
list prices on two of its elec- 
tric irons. The reduced prices are 
for a limited time, the initial pro- 
motion being limited to January 
and February. 

Two models have been reduced 
two dollars each but the price of 
Model 2200 remains unchanged. 


Prices Lowered on 


Traverse Rods 


Price reductions on its four tra- 
verse rods made by the Plasti-Glo 
Mfg. Co. were announced recently. 
The new prices, approximately 10 
pet lower, are effective immedi- 
ately. 


Detroit-Michigan 
Stove Prices Lower 


A price reduction in two models 
of the Detroit-Michigan Stove Co. 
has been announced. 

Models affected are the Detroit 
Jewel 8100 and 81007 and the Gar- 
land 5100 and 51007, all full 38- 
inch ranges. 


Murray Corp. Lowers 


Prices on 15 Stoves 


The Home Appliance Division of 
The Murray Corp. of America has 
announced price reductions on both 
its gas and electric range lines. 

Retail sales tags on 1952 gas 
ranges will average $22.76 less per 
range than 1951 prices on compar- 
able models. Price cuts on the elec- 
tric line will average $13.57 per 
range below 1951 retail levels. 

The lower prices apply to every 
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range in the company’s line of seven 
gas and eight electric models, with 
the exception of two new fully 
automatic “Supreme” ranges, one 
electric and one gas model, newly 
introduced. 





Estimated Sales of 
Hardware Wholesalers* 


(Revised Series) 


{add 000,000) 
Month 1951 1950 1949 1948 
Jan. 218 120 130 147 
Feb. 196 124 125 149 
Mar. 215 157 159 177 
Apr. 184 147 147 182 
May 184 163 148 166 
June 174 171 143 168 
July 158 193 126 161 
Aug. 180 233 142 177 
Sept. 175 205 160 180 
Oct. 205 209 159 186 
Nov. 183 190 148 171 
2,072 1,912 1,587 1,864 
Dec. ee 186 132 150 
Annual 
Total’ $2,098 $1,719 $2,014 


*Includes data for industrial sup- 
plies and plumbing & heating trades. 
*Due to rounding, monthly figures 
do not necessarily add to annual 
totals. Source: Office of Business 
Economics, U. S. Dept. of Commerce. 











Hoover Has New Plan 


On Rebuilt Vacuums 


The Hoover Co., pioneer maker 
of electric cleaners and other prod- 
ucts, will sell its reconstructed vac- 
uum cleaners through distributors. 

Heretofore Hoover’s reconstruct- 
ed cleaners have been sold direct 
to dealers through the company’s 
own special representatives. 

The move in no way affects the 
sale of new Hoover electric cleaners, 
which will continue to be _ sold 
through dealers from the company’s 
own sales branches, as they have 
been since the company’s inception 
in 1908. 


Enough Appliances 
For Strong Trade in ‘52 


The year 1952 should be a suc- 
cessful one in the electric house- 
wares field despite government 
restrictions on materials, Gordon 
T. Ritter, director of sales of the 
electric housewares division, Arvin 
Industries, Inc., states. 

Mr. Ritter is confident that 1952 
will be the year which will prove 
who the really competent merchan- 
disers and salesmen are. “Even 
with restricted production we feel 
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fhe BEST is always IMITATED 


It PAYS to feature 
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GENUINE 


IWAN 


adjustable 
POST HOLE AUGER 





Now Better than ever! 
COMPARE the features 
























Large cutting surface of high carbon . 
steel blades gives large capacity with 
minimum effort. aa 


Easy to empty . . . no suction when 
removing from soil. 


No downward pressure 
required—tool feeds 
itself into soil. 


Handle length 4’. / _————s AARARARAAEAEEEe 
Available with tele- 
scoping extension 
handles to 10’. 





Available in two 
sizes: No. 48 for 4” 
to 8” holes—No. 815 
for 8” to 15” holes. 
Diameter adjusted 
1” per setting. 


ORDER NOW 


for spring sales 
CALL YOUR JOBBER 


IWAN szos..1Nc. 


1503 PRAIRIE AVENUE e SOUTH BEND 14, INDIANA 

















NATIONAL 


| selling to 


| that there will still be ample sup- 
| plies of traffic appliances on the 
market and it is going to require 
some imaginative promotion and 
keep these inventories 


ADVERTISING ~~" 


| Expect Slight Drop 





.. Selling the Need— 
That Sells the Bicycle 
—That Helps You Sell 


nol” 


COASTER BRAKES 


Bendix* Coaster Brake advertising is 





national advertising in a big way. 


Millions will see these ads in “Look” 


and “Holiday” magazines. But that’s 


| 


In Electrical Goods 


Sales of electrical appliances, 
Machinery and equipment which 
set an all-time high of $12 billion 


| in 1951, will taper off slightly this 


| 





| year, according to W. J. Donald, 


managing director, and A. J. Nesti, 
chief statistician of the National 
Electrical Manufacturers Associa- 
tion. 

They said that dislocations in 
various branches of the industry 
would probably be greater than in 
1951 and that conditions this year 
perhaps would best approximate 


| those of the latter part of 1951. 





only part of the story. 16 million comic | 


book advertisements and special cam- 
paigns to Boy Scouts and 4H members 
will reach the youth of the nation. Tie 


It was pointed out that during 
that period the effects of material 
shortages, increased defense pro- 
duction, tightening of some govern- 
ment controls and new Federal tax 
increases, combined to create seri- 
ous declines in those branches of 
the industry producing electrical 
appliances, illuminating equipment 
and electrical building equipment 
and supplies. 

Sales of electrical appliances 
were up 10 pct over the same 1950 
period in the first six months of 
1951. However, they showed a 10 


| pet drop from a year ago in the 


last half of the year. 


| Vacuum Cleaners 


in with this big national advertising | Need More Copper 


for faster sales and bigger profits. Be 
sure the bicycles you sell and service 
are equipped with 


Bendix Coaster Brakes. 
*REG. U.S. PAT. OFF 
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ECLIPSE MACHINE DIVISION of | 
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| Vacuum Cleaner 


Output of vacuum cleaners this 
year depends entirely on the de- 
gree to which the government 
permits manufacturers to obtain 
necessary materials, according to 
George H. Scott, president of the 
Manufacturers’ 
Association. 

“Everyone in the industry,” he 
said, “is coping with the common 
problem of doing the best with what 


| he has. Alternate materials go only 


so far in helping us turn out vac- 


| uum cleaners. They serve no useful 


AVIATION CORPORATION 


ELMIRA, NEW YORK 


Export Sales: Bendix International Division, 
72 Fifth Ave., New York 11, New York 


purpose in maintaining volume 


| when copper allotments are only 35 


pet of our base period. Who can 


| make an electric motor without cop- 
| per 


and who can run a vacuum 


| cleaner without a motor?” 


November Sales of 
LARGE HARDWARE STORES 


{based on reports from firms 
to 10 stores) 


operating | 
% Change in Sales 
Nov. 195! Nov. 195! 
from from 
Nov. 1950 Oct. 195| 
Jefferson Co., Ala. —5 —!0 
Los Angeles Co., Cal. —Ii —4 
Sacramento Co., Cal. + | —6 
Hartford & Tolland Cos., 
Con. +17 +-2 
D. of C., City of Alexan- 
dria and Arlington Co., 
Va., and part of Mont- 
gomery Co., Md. 5 —!9 
Cook Co., Ill. 0 —?2 
Wayne Co., Mich. +1 —20 


City of St. Louis and St. 

Louis Co., Mo. and East 

St. Louis, Ill. —! —8 
City of New York and part 

of Westchester Co., N. 


¥. +10 +! 
Erie Co., N. Y. —2 —7 
Monroe & Wayne Cos., 

N. Y +10 +9 


Norfolk & Princess Anne 
Cos. and cities of Nor- 


folk, So. Norfolk and 

Portsmouth, Va. +21 —I!! 
King Co., Washington ! 0 
Milwaukee and Waukesha 

Cos., Wis. +6 +6 


Source: Bureau of the Census 


Finished Stocks of 
Glass Below Normal 


Production and sales of the flat 
glass industry were up about 8 pct 
in 1951 over the preceding vear 
and it is expected 1952 will con- 
tinue “in a growth cycle,” John D. 
Biggers, president of the Libby- 
Owens-Ford Glass Co., said. 

The company, he added, is try- 
ing to offset government restric- 
tions and material shortages “by 
careful planning and well-directed 
selling effort.” 

“Inventories of finished glass at 
our factories are adequate but still 
below normal,” he added. 


Marked Drop in 1951 
On Gas Heating Units 


November shipments of gas-fired 
central heating equipment amount- 
ed to approximately 56,100 units, 
compared with 64,200 units in No- 
vember, 1950, announced Edward 
R. Martin, director of marketing 
and statistics for the Gas Appliance 
Manufacturers Association. 

For the first 11 months of 1951 
shipments totaled 575,100 units, 
compared with 956,700 units in the 
same 1950 period. 
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More Than a Million 
Home Dryers in Use 


Sales of automatic tumbler-type 


home washing dryers have reached | 


a total of more than 1,000,000 since 
the beginning of 1946, according to 
announcement here today by Ray 
G. Halvorsen, chairman of the 
American Home Laundry Manu- 
facturers’ Association dryer com- 
mittee and general sales manager 
of the Hamilton Mfg. Co., Two 
Rivers, Wis. 

“No other household appliance 
has achieved such volume in so 
short a period,” Mr. Halvorsen de- 
clared. “Sales of 3,700 units, one 
brand name, in 1946, grew to an 
estimated total of 500,000 in 1951, 
with 17 brand names. Many in the 
industry believe that 10,000,000 
dryers, or more, will be sold in the 
next 10 years if the materials situ- 
ation permits. 

“Because of the rapid growth of 
dryer sales in the past 18 months, 
the base period is not at all repre- 
sentative of the industry’s urgent 
need for critical materials. Some 
of our manufacturers have been 
able to transfer steel from other 
product lines to dryers, but the 
overall picture is definitely unsatis- 
factory. It appears that dryers, 
with few exceptions, will continue 
on allocation through 1952.” 


Brush Maker Corrects 
Bristle Article 


Benjamin Fastov, president, Co- 
lonial Brush Mfg. Co., Boston, 
points out that an article appear- 
ing recently in HARDWARE AGE 
yives an erroneous impression of 
the China brush situation. 

The article “China Bristle Im- 
ports Not Hurt by War” which ap- 
peared on page 90 of the Nov. 29 
issue of HARDWARE AGE, implied 
that there had been enough bristle 
imported during 1951 to supply 
consumer as well as defense needs. 
This is not the case, according to 
Mr. Fastov, and he points out in 
a letter to HARDWARE AGE that: 

“This article is misleading and is 
likely to create confusion among 
buyers of paint brushes. The arti- 
cle stated that approximately 5,000,- 
000 pounds are imported annually 
and that in the first five months of 
this year 2,000,000 pounds of 
bristles were imported. 

“This may be so, but the article 
failed to state that as bristles from 
China reached this country, the | 
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JUDSEN KNEE PADS are a must for all down-on-the- 


dozen Pair 


NG PRicE 
Per dozen pair 


/ 
$] 200 Per dozen Pair 


t 


$18.00 per 
D SELLY 


sl lefer tars 


knees workers (tradesmen, gardeners, home owners, ce- 







$30.00 


ment masons, etc.). The comfort and protection they give 
workers make JUDSEN KNEE PADS sell fast. Order a 





dozen pair and watch ’em sell—at high profits to you! 
Thousands of dealers are getting these extra profits now! 


ORDER FROM YOUR JOBBER--If He Cannot Supply You, Write Direct 





Made by JUDSEN RUBBER WORKS, INC. Chicago 24, Illinois 
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~ YANKEE” 


130A Q-R Spiral 


A tool that makes time for 
your customers makes sales 
for you. The “Yankee” 
130A converts a simple, 
easy push into a power- 
spin that drives the screw 

home. The quick-return 
(Q-R) spring automati- 
cally returns the handle 
for another power drive. 
Keeps the bit in the 
screw slot. Makes an 
easy one-hand job of 
driving and drawing 

screws even in awk- 

ward positions... 
overhead or down be- 
low, in narrow places 
or “blind” applica- 

tions. That’s the 

kind of speed with 

manpower econo- 
my aman can see 
in a moment and 
buy without hes- 


itation. That’s 
worth money 
on the assem- 
bly line, in the 
shop, for all 
kinds of mainte- 
nance work. Built 
to do hard work 
the easiest way... 
for years and years 
of willing service. 





extra / bits with 


; counter= 
bits fea centering sinks 
bof sleeve 


drills + sockets 


"YANKEE" TOOLS 


NOW PART OF 
NORTH BROS. MFG. CO. 


THE TOOL BOX 
OF THE WORLO 
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National Production Authority was 
buying up the bristles for the 
stockpile, leaving practically no 
bristles for the brush manufactur- 
ing trade. 

“Lately not only has the Govern- 
ment been buying bristles 3 in. in 
length and longer, but they have 
also been buying shorter bristles.” 

Mr. Fastov also points out that 
“at present the Government has 
adopted the policy of not issuing 
any import licenses for Chinese 
bristles and the outlook appears as 
though Chinese bristles will be in 
very short demand.” 


Martin-Senour Opens 
Biggest Ad Program 


The Martin-Senour Paint Co. 
has announced the largest national 
advertising campaign in its history, 
with major concentration on maga- 
zine media during the 1952 spring 
painting season. 

The schedule includes full-color 
pages in Life magazine. Other me- 
dia include Living for Young 
Homemakers, Better Homes & Gar- 
dens, House and Garden, and House 
Beautiful. 





New Economic Stabilizer 
Pressure Growing—Good 


A warning of coming shortages 
of merchandise in many lines was 
given by Economic Stabilization 
Administrator Roger L. Putnam, 
in his first public address since as- 
suming the office last November. 
Mr. Putnam addressed the 41st an- 
convention of the National 
Retail Dry Goods Association in 
New York City. 

He said that the provisions made 
last year by Congress to permit 
price increases on the basis of 
higher costs were too rigid. He 
added that such provisions do not 
allow for changing market condi- 
tions and will make it more difficult 
to administer controls. 

“Vast appropriations for defense 
are just now beginning to be re- 
flected in actual experience,” he 
continued. “The rate of spending 
is going up sharply and will con- 


Sees Inflationary 
Year for Retailing 


tinue to rise for the next two or 
more years. Personal income and 
money supply, already at record 
peaks, are still rising, and the 
shortages which everyone antici- 
pated back in 1950 when they 
rushed into your stores to buy 
everything in sight will actually be 
developing in many lines. 

“Call it scare talk if you like, but 
prudence requires we don’t close 
our eyes to fact, and the fact is that 
stronger inflationary pressures are 
on the way.” 

A. W. Zelomek, president of the 
International Statistical Bureau, in 
discussing the outlook for 1952, 
said that it should be a good year 
for retailing. He said the year 
based on more stabilized prices and 
cost conditions, should be more 
profitable, with fewer markdowns, 
increased sales and less effort re- 
quired to reduce inventories. 





Admiral Refrigerators 
Have New Features 


Admiral Corp. introduced a line 
of 12 refrigerators at a meeting of 
distributors in Galesburg, Ill. The 
models range from 7 to 12 cubic 
feet in size and are priced from 
$199.95 to $519.95. 

Two of the economy models in- 
corporate a “flash defrosting” sys- 
tem. This feature is operated by 
pushing a button which activates 
a heating element under the coils 
and will melt average accumula- 
tions of frost in from seven to ten 
minutes. 

Admiral also ixtroduced three 
new electric ranges, priced from 
$289.95 to $399.95. On two of the 
models the heat in surface units 
and ovens can be controlled by a 


dial, which is said to be as easy to 
operate as the brightness knob on 
a television set. 

The company has also introduced 
nine new television sets which in- 
corporate an AM radio, full tone 
control and a record player with 
prices said to be no higher than 
those of other makes containing TV 
only. Price range of the line is 
from $189.95 to $539.95. 


Air Conditioners 
Feature Crosley Show 


A new 1952 line of room air con- 
ditioners, eight new television re- 
ceivers and a new 9-cubic-foot 
automatic defrosting Shelvador was 
introduced by the Crosley Division, 
Avco Mfg. Corp. at a meeting of 
distributors in Cincinnati. 
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The room air conditioner, avail- 
able in three sizes, one-third horse- 
power, one-half horsepower and 
three-quarter horsepower, is priced 
at $249.95, $349.95 and $399.95. 
J. L. Armstrong, manager of the 
air conditioner sales section, said 
the units will be available in quan- 
tity for retail delivery in March. 


Sees Better Sales in 
Hard Floor Coverings 


An increase of approximately 6 
pet in linoleum products sales in 
the first six months of 1952, as 
against the same 1951 period was 
forecast by Lee Waterman, presi- 
dent of Sloane-Blabon Corp. 

He said there would be more 
spendable income available for pur- 
chases of his company’s merchan- 
dise, with employment and personal 
income expected to reach record 
levels this year. With government 
controls restricting output of many 
other lines, he saw more purchas- 
ing power available for smooth 
surface floor covering. 

Although new home construction 
this year will be below the 1951 
level, Mr. Waterman said that resi- 
dential building will still provide a 
substantial market for the indus- 
try’s output. Another strong sales 
potential, he said, would be replace- 
ment and remodeling requirements 
for existing homes. 

He added that prices of hard sur- 
face floor coverings are now rela- 
tively stable but if costs continue 
to rise it may become necessary to 
adjust prices commensurately. 


Du Pont Brings Out 
Quick-Drying Paint 


E. I. du Pont de Nemours & Co. 
is marketing Du Pont Sealer- 
Coater, which is said to make uni- 
formly possible “two-coat-a-day” 
wall painting. It is said that the 
new paint dries in less than two 
hours under normal conditions and 
in some instances has dried in less 
than 20 minutes. 


Norge Shows Larger 
Line of Appliances 


The Norge Division of Borg- 
Warner Corp. unveiled at the win- 
ter home, furnishings market in 
Chicago an expanded line of major 
appliances, with new refrigerator, 
gas and electric range models. H. L. 
Clary, vice president in charge of 
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WINDOW MATERIALS 


TIE IN with R-V-LITE’s intensive Con- 
sumer Advertising program reaching 
MILLIONS of readers of top consumer 
publications and over leading radio sta- 
tions, reaching buyers in your commun- 
ity. Remind those ‘‘pre-sold’’ prospects 
that your store is headquarters for these 
all-purpose materials of 1001 uses about 
the farm and home. Use these valuable 








KIT CONTAINS 


Colorful Counter Display 
suggests year ‘round uses 

Striking Window Poster 
affords double impact 

Transparent R-V-LITE Banner 
permanent store sign printed on 
R-V-LITE 

Cc “Sampler” Folders 
contain actual swatches of all 6 
types of R-V-LITE 





for wall, door, counter or shelf 


selling helps to make more R-V-LITE 5 Novel Self-sticking Signs 
sales month in and month out. ~~» 





edges 

Newspaper Ad Mat Sheet 
shows wide variety of free mats 
available 


SELL WINTER COMFORT 
and FUEL SAVINGS 

Feature all 6 types of R-V-LITE for 
Storm Doors and Windows 
and Sunporch Enclosures. 


Ask Your Wholesaler 
for Your FREE Kit Today! 
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sales for Norge, said the division 
is attempting to hold the price line 
at this time. 

Two new refrigerators are priced 
$249.95 and $269.95. First quarter 
production is under allocation. 


Two new electric range models 
and one new gas range were also 
placed on display. The electric 
models are priced at $339.95 and 
$359.95. The new gas range is 
made to sell at $359.95. 








Retail Trade Needs Better Market Research 
For Better Planning Says Macy Economist 


Q. Forrest Walker, economist 
for R. H. Macy & Co., Inc., told the 
American Statistical Association, 
meeting in Boston, that retail in- 
ventory practices have improved but 
that “much more work must be 
done if over-expansion of inven- 
tories and forward orders is to be 
prevented.” 

“Improvement of the inventory 
policies of more than 1,700,000 re- 
tailers,” he said, “is very largely a 
matter of better economic education 
because only a small percentage of 
these merchants operate on a scale 
which permits payments for market 
help of accounting and statistical 
experts.” 

Better market research is neces- 
sary, he said, to give a more ade- 
quate measure of short and long 
term retail sales potentials. Mr. 
Walker stated that despite all the 
progress during the last 20 years 


Predicts an Increase 
In Consumer Products 


Production of appliances’ by 
Westinghouse Electric Corp. in the 
first quarter of 1952 will be ap- 
proximately the same as the last 
six months of 1951, J. H. Ashbaugh, 


| vice president of the company’s 


electric appliance division, said. 
Fewer appliances can be expected 
in the second quarter, however, he 


| added. 


Barring all-out war, the indus- 
try should produce more consumer 
goods in the second half of 1952 if 
material conditions ease, Mr. Ash- 
baugh continued. He based this on 
the belief that the building of fa- 


| cilities for production of armaments 
| and stockpiling of strategic mate- 





rials should reach peaks in this 
period. At that time, it is felt, the 
government will start to release 
some of these materials for con- 
sumer goods production. 
Meanwhile, the division intro- 
duced a deluxe double oven range 
at the Chicago market in January. 
Named the Commander, it is the 
top model in the 1952 line. It keeps 
the deluxe features of the 1951 line 


in improving marketing methods, 
much more is known about produc- 
tion than about distribution. 

The sales forecast for the oper- 
ating period is the critical statistic, 
especially for department stores, he 
added. 

From this, he explained, come all 
plans for inventories, outstanding 
orders, mark-ons, mark-downs, al- 
lowances, gross margin, expenses 
and profits. Large errors in the 
sales forecast are costly, whether 
they are positive or negative. 

He noted, however, that there 
are many types of consumer goods 
for which no adequate statistical 
data are available. In such in- 
stances, he stated, long familiarity 
with the producing industries and 
the economic problems affords a 
basis for decision as to the amount 
of forward buying that may be 
undertaken at the existing prices. 


with improvements in styling and 
design. It will be produced in lim- 
ited quantity, because of the mate- 
rials situation, and will be available 
for “selective distribution.” 

Mr. Ashbaugh explained that de- 
lays in tooling and a late change- 
over in production made it impossi- 
ble to show the other new products 
at the Chicago market. Other 1952 
ranges and the new refrigerators 
will be introduced in March. 


Heavy Ad Schedule 


On Bruce Products 


The Bruce Co. is using the heav- 
iest advertising schedule in _ its 
history for the spring campaign on 
household products. 

Black and white ads will appear 
weekly from Jan. 29 through June 
11 in 173 newspapers in 128 cities. 

Half-page, four-color ads are 
appearing in the February, March, 
April and May issues of Better 
Homes and Gardens and McCall's. 
Spot announcements and participa- 
tion shows are scheduled on tele- 
vision in key cities throughout the 
country. 
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EASIER TO USE! 


GREATER HOLDING| 
POWER! 


SAVE TIME 
AND WORK! 






NEW! 
CHICAGO Super Cast 
LAG SCREW SHIELDS 


These NEW die cast lag screw 
shields offer greater holding power 
for anchoring in concrete, brick and 
other masonry. Available, short or 
long, in 4”, i's”, 4” and 14” sizes. 
Write for details and prices today. 
Samples sent on 
request. 


1338 W. Concord PI. 
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| Toys to be Hit Hard 








By Metal Shortages 


While an anticipated shortage of 


toys did not develop during the 
Christmas season, it is expected by 
manufacturers that this condition 
will occur this year. Metal, hard- 
wood and electrical items are among 
those in which a short supply 
looked for. 


is 


According to manufacturers, a | ' 


shortage is a foregone conclusion 
as a result of first quarter allot- 
ments of metals. These allotments 
permit manufacturers to use 50 pct 
of the steel consumed in the base 
period, 20 pct of the aluminum and 
10 pet of the copper. This, it was 
stated, will enable manufacturers 
to care for current requirements 
only and will preclude the accumu- 
lation of 
Christmas season. 

Should there be a rise in defense 
needs, it was stated that supplies 
of metals, wood and even cardboard 
will be even tighter. 


Philco Exhibits Its 
1952 Appliance Lines 


Philco Corp. introduced its new 
refrigerator, freezer, electric range 
and air conditioner lines at a mid- 
winter sales convention in Chicago. 
The company also unveiled at dis- 
tributor meetings a line of 19 new 
television receivers. 

In the refrigerator line of 12 
models there was a complete series 
of nine full length single door 
models as well as a comprehensive 
of three two-door models’ with 
Automatic Defrost. 

The electric range line incorpo- 
rates the Quickset Timer, a con- 
tribution to automatic cooking 
which is said to be so simple that 
a child can operate it. It cooks a 
meal while the housewife is out 
and is ready to serve at the precise 
hour and minute desired. 

Philco’s 1952 air conditioner line 
consists of 10 models. Featured is 
a one-third horsepower model, the 
33-H, offered at $229.95. 


November TV Output 
44% Below Last Year 


November television production 
totaled 415,332 sets, a 44 pct drop 
from the 738,800 receivers turned 
out in the same 1950 month, re- 
ported the Radio-Television Manu- 
facturers Association. For the first 


inventories for the 1952 | 











| Every Family is a 





Customer for 
SouTH Beno Croquet! 


— and South Bend 
Has 12 Models For 
Every Family Need! 





The word Tremen- 
dous does not exag- 
gerate the appeal of 
South Bend Croquet. 
This famous game is 
a natural to satisfy 
the ever increasing 
interest in family 
recreation. The com- 
plete line of South 
Bend enables you to 
offer a croquet set 
to fit every family 
purse. 12 models are 
available, each in 
strikingly smart col- 
ors and all of qual- 
ity construction. 











SALES REPRESENTATIVES 
East—Julius Levenson, 7 East 17th St., N.Y. 
South—Louis Williams & Co., 3rd National 

Bank Bldg., Nashville, Tenn. 
Midwest—South Bend Toy Mfg.,So. Bend, Ind. 
Calif. & S. W.— Anderson Sales Company, 

730 W. 10th Place, Los Angeles 15, Calif 
Denver & Pac. N. W.—Leo Scherrer, 2840 W. 


94rd St., Seattle 7, Wash. 
agent = ne pores, Inc., 10 East 
34th Street York City 


SOUTH BEND TOY MFG. CoO. 
SOUTH BEND 23, INDIANA 
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cm )y Farmers are buy- 
i" i SGN ing CALFEEDER 
NATURAL ; NIPPLE PAILS 
now. It saves 


valuable calves 
r during the haz- 

9 ardous first 8 weeks of 
V life, reduces scours and 
helps calf add weight and 
y strength faster. Strong steel 

bracket spot welded on to sturdy 
hand-dipped galvanized pail. 
Equipped with pure rubber nipple 
and life-time brass nipple fittings. 
Nationally Advertised! Display This 
Popular Item Now! 


THE ‘‘MULTI-FIT” 


LOCK ON 


TRACTOR FUNNEL 


LOCKS TIGHT 
TO FUEL TANK ja 
FILLER NECK 4 — 


The safest tractor funnel on the 
market—fast, non-tip. It saves 
work, time, money. One of our 
best sellers because farmers want 
the patented LOCK-ON feature— 
it’s the only LOCK-ON Tractor 
Funnel made. A profitable item to 
show your farm trade. Nationally 








advertised! Write today for prices 
—please include name of jobber. 


GENERAL METALWARE CO. 


Minneapolis 13, Minnesota 


Portland 10, Oregon 








11 months of 1951 output amounted 
to 4,798,056 receivers. 

Radio receivers built in Novem- 
ber totaled 747,914 compared with 
1,215,600 a year ago, a 38 pct drop. 
For the first 11 months of 1951 pro- 
duction amounted to 11,701,115 
radio sets. 


Vinyl Plastic Tile 
In Lower Price Range 


Sloane-Blabon Corp. has added 
two new weights of viny] plastic tile 
to its line of Koroseal floor tile. Ad- 
dition of the two new weights will 
make it possible for the company 
to make Koroseal] floor tile available 
for the first time in the low and 
medium price brackets, the com- 
pany stated. 

The new weights are to be known 
as Koroseal Tile Special and Koro- 
seal Tile Deluxe. The company’s 
present line will hereafter be called 
Koroseal Tile Supreme. 

“The addition of these new 
grades is keyed to the wider ac- 
ceptance of plastic floor coverings 
by the public,” said Mel Haines, 
merchandise manager. 


10 Fans Shown in 
Westinghouse Line 


Westinghouse Electric Corp. has 
introduced its ten model 1952 line 
of electric fans, featured by two 
double-duty fans. One of these is 
a 16-inch combination window ven- 
tilator and portable fan, to sell at 
a suggested retail price of $49.95. 
The other is a 16-inch floor fan that 
doubles as a coffee table. It will 
sell at a suggested retail price of 
$54.95. Available as an accessory 
is a specially designed serving tray 
to sell at $9.95. ' 

The other eight models range 
from a 10-inch oscillating fan for 
homes to a 16-inch pedestal fan, a 
long-range air circulator for stores 
and offices. Prices range from 
$16.95 to $89.95. 


Pittsburgh Glass 
Output Set Record 


Pittsburgh Plate Glass Co. sales 
set a new high in 1951 when the 
company also attained the great- 
est productive capacity in its his- 
tory. 

Harry B. Higgins, president, said 
the expanded facilities in the paint, 
glass and chemical divisions en- 
abled the company to set new 
records. 


A PROTECTIVE COATING 
Neus! AT A PRICE 
@ ANYONE CAN AFFORD! 


TECT 


KEEPS METALS BRIGHT 
WITHOUT POLISHING 


\ 


~ 









Z 
E —Preserves Metal 


S,.- Lustre for Years! 

ra Used on sterling, silver 

plate, chromeware, auto 

chrome, brass, copper, 

etc. There are 

7 thousands of other 

uses In Home, Gar- 

“ age, and Industry. 

Easy to apply with 

attached handy 

el. dauber. Dries In 8 
li! minutes. 


Self-selling counter 
display holds one 
dozen botties TECT 
—— ene 
moving year 

‘round profit maker! sya RETAILS 
poor ne through your jobber 

today. Or write direct for 
further detalls. 


69: 
A PRODUCT OF 


TECT, INC. encLewoon, Nn. J. 























McGill Brand 
mouse and rat 


TRAPS 





@ BRIGHT 2-color printing 
@ CLEAR selected wood 
@ AUTOMATIC or slot set 


McGILL METAL PRODUCTS CO. 


MARENGO, ILLINOIS 
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Dept Store Sales Up 
in Last Week of "51 


Department stores sales in the 
United Svates in the week ended 
Dec. 29 were 11 pct above those 
for the corresponding week in 
1950, reported the Federal Reserve 
Board. For the four weeks ended 
Dec. 29 the sales volume was 1 pct 
ahead of the same 1950 period and 
for the year they were 3 pct above 
1950. 

The weekly index, without sea- 
sonal adjustment, stood at 263, 
compared with 656 at the end of 
the previous week and 237 in the 
same week a year earlier. 


Cellophane Production 
May Be Curtailed 


A government order restricting 
the use of elemental sulfur will 
probably make it necessary to re- 
duce cellophane production by 
about 10 pct, said J. E. Dean, sales 
director of the film department of 
E. I. du Pont de Nemours & Co., 
Inc. He explained that while ele- 
mental sulfur is not used directly 
in the manufacture of cellophane, 
certain ingredients made from sul- 
fur (carbon bisulfide and sulfuric 
acid) are essential in the produc- 
tion of cellophane and these will be 
affected by the order. 


Deny Petition to 
Raise Screw Tariff 


U. S. Tariff Commission has dis- 
missed the application by screw 
manufacturers to have import 
duties increased upward. Action 
was taken by the commission after 
an investigation which indicated no 
public hearing was necessary. Pres- 
ent import duty rate is 15 pct ad 
valorem, set at the Geneva confer- 
ence. But this will be reduced to 
121% pct ad valorem, effective June 
1, as result of a further cut agreed 
upon at the Torquay trade meeting 
in England. 


Dealers to Take Part 
In Anti-rat Contest 


Dealers carrying d-Con rodenti- 
cides will be awarded cash prizes 
totaling $875 in the nation-wide 
anti-rat drive which opened Jan. 15 











For faster sales, 
Whale is nationally 
advertised in The Saturday 
Evening Post and Good 


Housekeeping. 


CLOTHES 
LINE 


F Guaranteed by 
Good Housekeeping 
5 


Pras Aoveariscy AES 





WHALE — exceptional value ata moderate price. Solid 
braided cotton — no filler. More wear resistant, smoother 
with a glazed finish. 


ASK YOUR JOBBER FOR SAMPLES. Write for complete in- 
formation on Tite-Rope, the wire-centre, plastic-coated 

















under the sponsorship of the d-Con 

Co., Chicago. 
The contest is open to all F.F.A. | 

chapters and 4-H clubs and is de- 





signed to encourage the organiza- 
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clothes line. 


CORDAGE WORKS 


Boston 10, Massachusetts 














| PAINTIN’ THE TOWN 


by Daggatt 

















“We parked under the moon—and phooie! 
Allke talked about was Rubberset brushes!’ 


. but can you blame any man who 
knows brushes for enthusing about 
Rubberset? After all, Rubberset is 
the nation’s most wanted brand, 
a Popular Mechanics Magazine sur- 
vey of dealers proves. So for quality 
brushes, always choose Rubberset. 





FREE! New 20-Page Merchandising Book- 
let: “How to Up Paint Brush Protits’’. 
Send postal to Dept. H-ll, address below. 


Kueserser ( Co. 


oln Biv 
Newark 5, N. J 





ramous 
NAMES IN 
NETTING... 


TRY warTinc 


pout pa he 


U. S STRAITLOK— 
The Original 
Straight-Line 
Poultry Netting; 
Woven Like 
Farm Fence 

» * 

VU. $.4 IN T— 

{ The New 
ee { Chick-tight 
Straight-Line 
Netting with 
Graduated Mesh 


: ra 
ouiTay wart 


ema 


INDIANA 
. $TCCL & WIRE co 





180 


tion of effective rodent elimination 
campaigns in their respective com- 
munities. 

Dealers will receive the same first 
three prizes given to the winning 
group with which they cooperate. 

Entry blanks and literature may 
be obtained from the d-Con Anti- 
Rat Contest Dept., 112 E. Walton 
St., Chicago. 


Sears December Sales 
Lower Than in 1950 


December sales of the leading 
mail order houses failed to equal 
the volume for the same 1950 
month. Sears, Roebuck & Co., 
which was off 1 pct in December 
from a year ago, was 4.4 pct ahead 
for the first 11 months of the com- 
pany’s fiscal year, however. 

Montgomery Ward & Co. report- 
ed sales off 11 pct for December 
and down 3.8 pet for the first 11 


' months of its fiscal year. 


Sales of mail order houses and 


| chain stores follow: 


| 





12 months 


% 
1951 1950 change 
Sears, Roebuck & Co. 
December 
$831,653,109 $334,867,966 —1.0 


11 months 
2,592,263,402 
Montgomery 
December 


2,482,378,872 +4.4 
Ward & Co. 


$146,188,932 $164,189,916 —11 
11 months 

1,125,265,732 1,169,553,727 —3.8 

F. W. Woolworth & Co. 

December 

$114,236,986 $111,520,160 +2.4 
12 months 

684,137,707 632,121,846 +8.2 

Western Auto Supply Co. 
December 

$15,561,000 $16,421,000 —5.2 


160,068,000 156,093,000 2.5 


Expects Paint Sales 
To Be 20% Greater 


A banner year for the paint in- 
dustry in 1952 with sales 20 pct 
above last year was predicted by 
Saul Cantor, vice president of the 
United Lacquer Mfg. Corp., Linden, 
N. J., in a year-end statement. 


Fewer Failures of 
Retail Stores Reported 


Failures 
down sharply in the week ended 
Jan. 3 to 52 from 70 in the preced- 
ing week, Dun & Bradstreet, Inc., 
reported. 


(Resume reading on page 15) 





among retailers were 





THE NEW Columbiana 
CAM-LOCK HYDRANT 
"*Sold the Werld Over"’ 

Here's a fast-selling new Cam-Lock 

drant for use on pressure lines. Sturcily. 

built with few moving parts, \-y Colum. 

— Ay has ne springs te rust out. 
ow features include: 

: one PIECE & BRONZE VALVE BODY 

= NON-CORROSIVE VALVE ASSEN. 


BLY 
* ANTI-FREEZE ACTION 
*% CAM-LOCK HANDLE PREVENTS 
DRIPPING AND WATER en ae 
me eS Is the oes ae negra fo Se 
= et. Write for com or ma- 
Me tien. Established (886. 


Columbiana PUMP CO., Columbiana, Obie, U.S.A 














METAL FLOATS 


3" to 12" diameter 
ball floats of cop- 
per or staliniess 
steel for open 
tank to i50¢# 
pressure In stock 
—specials of 
various metals 
made to order. 


ARTHUR HARRIS & CO. 
212 N. ABERDEEN ST. 
CHICAGO 7, ILLINOIS 


























WATER HEATER 
REPAIR COILS 


For old, new and 
obsolete heaters. 


90 DIFFERENT MAKES 


Stagle, Double, Triple, 
Instantaneous, Multi-Coli 


Sead fer Catalog ‘™” 
DORMONT MBG. CO. 
1314 High Street Pittebargh, Pa. 














All types, wood and 
steel in stock. 
Also Folding Tables 


State requirements! 


j ALL N 
sizes 


: ADIRONDACK CHAIR CO. ws. Tx". 


Write us when 
Be have in 
quiries from 
churches, 
2 es clube, 


;eeeret ef ePeweeeee 





Bewildered ?? 


. © « « them read ... 

WASHINGTON NEWS AND 
VIEWS on page 10 of this issue. 
Here are accurate, authentic, easy: 
to-understand reports on the latest 
developments in Washington af- 
This 
helpful feature in each issue is 
another reason why HARDWARE 
AGE is the No. 1 choice of hard- 


ware dealers throughout the na- 


fecting hardware dealers. 


tion. 
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Here's just one of the specific advantages which "EAGLE" and "VICTOR" 
ROLLER TYPE mop buckets have over other types of mopping equipment. 


Merely pressing or squeezing a mop doesn’t remove the i i i i 
, ( » particles of dirt and grit which 
a ae up during a floor cleaning operation .. . but when a mop is sb slg = 
— + on sag mop apn wef pes w the rollers creates a swishing action 
y rinses the mop o irt an it, th ivi LLE 
TYPE mop bucket a CLEAN as well as a DRY meet ee 
From a cost standpoint, too, you will find “EAGLE” and “VICTOR” Mop Wringer 
buckets far less costly than other types of mopping equipment. There’s a size and 
type EAGLE or “VICTOR” mop bucket for every floor cleaning need, including 
portable units mounted on casters. Available with either wooden or hot dipped gal- 
vanized pails. For complete satisfaction, specify “EAGLE” or “VICTOR” brands when 
ordering floor mopping equipment. Manufactured by 


THE EAGLE WOODENWARE MFG. CO. 


Mop Wringer Manufacturers since 1889 


HAMILTON, OHIO, U.S.A. 



















ALNICO* HANDY 
MAGNET 








0) 
[SS This permanent ALNICO Mag- 
“<Q net picks up nails, paper clips, 
bobby pins, tacks, needies,™ 
etc. FREE Dealer's Display card 
for greater Impulse Sales! 







RETAIL 
PRICE 
AGNETO SALES CO. of New York 


261 West 54th Street, New York 18, N. Y. 

























When YouAre Looking 
For a Certain Product 


and only the trade-name is known— 
look in the General Directory Section 
of the Catalog Directory Number 
of HARDWARE AGE for that par- 
ticular trade-name. You will fin: it 
listed alphabetically under the prod- 
uct heading of the item in question. 





There alongside the trade name you 
will find the name of the manufac- 
turer who makes it. The address of 
the maker will also appear with the 
firm name arranged alphabetically in 
the same list. 


Keep this Catalog and Directory 
Number where you can reach it 


quickly whenever you need help in 
buying hardware products. 


HARDWARE AGE 
100 E. 42nd Street, New York 17, N. Y. 




















| Ne ae Me Standard auger bits 








Auger bits | Midway Mirbrite Bits 
forevery | “frcgerred by atl 
purpose autho want the eat! 
















Auger bits for 17 sizes (4A6" to 24/j6*) 
electric drills 
Ne” to 126" 
. *Mircor Bright 
Vahidwa Seles Office and Factory 
THE MIOWAY TOOL’CO. INC Melvin, Ohio 

















SELF-SERVICE ISLAND 


New Low- 
Cost Store 
Fixture 





Add Sales Company is 
introducing a new Sellf- 
Service Island called 
FLEXO-SPACE. This 
new self-service island 
displays all types of 
merchandise regardless 
of shape or size. FLEXO- 
SPACE gives you Self- 
Service, Mass Display, 
More Selling Space, Fix- 
ture Flexibility, and 


many other time-saving and money -making features 
Thousands of retail dealers have found Self-Service in- 
creased sales as much as 25% and more. FLEXO-SPACE 
displays 4 times more merchandise than the conventional flat- 
type counter, yet it takes only 124% Sq. Ft. of floor space. You 
sell more merchandise with FLEXO-SPACE because you can 
display more. Adjustable shelves make it easy for quick 
changes in display. Heavy steel tubular supports for rigidity. 
Neutral finish to match or blend with other fixtures. Immediate 
Delivery. Write for Free catalog page on FLEXO-SPACE— 
Today. 








ADD SALES COMPANY 


724 Commercial Street, Manitowoc, Wisconsin 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum, 50 
Each additionol word.......... 10 


Positions Wanted 


(Special Rate) set sotid, maximum, 
SE fede ues ccxuseneseeuten 00 
Each additional word .......... 05 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not acce 
Address your correspondence and repi' to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York 17, N.Y. 


NOTE: § les of mer di iiterature, 
catalogs, etc., will not be forwarded to box 
number advertisers uniess ——— by 
sufficient postage for ¢ 








No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close doys 
prior to publication date. 


Remittance must occompony order in form 
of check or money order, sot currency or 
stamps. 











Representatives Wanted 


Representatives Wanted 


Accounts Wanted 








NATIONALLY KNOWN 


BUILDERS HARDWARE 
MANUFACTURER 


SALES REPRESENTATIVES 

Experience in Builders Hardware 
preferred but not necessary. 

Real opportunity for advance- 
ment. 

Several territories open. 

Give full particulars in reply. 


Address Box A-396, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 














ONE OF NEW YORR’S FASTEST GROW. 
{NG Hardware Jobbers, enjoying a fine reputa- 
tion and offering nationally advertised lines, has 
a few openings for established salesmen with a 
following. Here is an excellent opportunity for 
immediate and large earnings in your own Metro 
politan territory. Commission. BELF & LUSTIG, 
23 Park Place, New York 7, New York. 





WANTED, BY DIRECT IM. 
ORTER, calling on hardware jobbers, lumber 
yards, large dealers, mill supply dealers and in- 
dustrial users for a line of imported wood screws, 
stove bolts, shelf brackets, door butts, strap and 
tee hinges. Very attractive prices, liberal com- 
missions. State territories now covering and lines 
now covering in first letter. Address Box A-447, 
care of Harpware Ace, 100 East 42nd Street, 
New York 17, N. Y. 


SALESMEN 
P 





PLUMBING SUPPLIES AND SPECIAL- 
TIES SALESMEN WITH following for well 
established Philadelphia firm. Sell to retail hard- 
ware trade. Full time or major side line. Eastern 
shore Maryland and Harrisburg territoy open. 
High commission. 48 hour delivery service. Re- 


SIDELINE SALESMEN 


WITH ESTABLISHED FOLLOWING AMONG 
HARDWARE RETAILERS TO CARRY NATION- 
ALLY ADVERTISED AND PUBLICIZED SWIRL- 
O-MATIC (THE REVOLVING BRUSH). LIBERAL 
COMMISSION. PROTECTED TERRITORY. AD- 
VISE TERRITORY DESIRED. 


MELAIRE DISTRIBUTING COMPANY 
420 Lexington Avenue New York 17, N. Y. 














SALESMEN WANTED TO SELL WOOD 
OUTDOOR FURNITURE. Complete line includ- 
ing chairs, rockers, settees, swings, picnic tables 
and benches, Sturdy comfortable, durable furni- 
ture for porch, lawn, picnic area or social room. 
Splendid opportunity for year ’round selling. 
Please give complete information on_ territory 
covered. Address Box A-428, care of HarpWaRE 
Ace, 100 East 42nd Street, New York 17, N. Y. 





SALESMAN, __EXPERI- 

NCED, AGGRESSIVE, FOLLOWING in 
pa wood workers, builders and spe- 
cialty hardware. Salary and drawing com- 
mensurate with earnings. Address Box A-401, 
care of Harpware Ace, 100 East 42nd Street, 
New York 17, N. 


oitte ane 





REPRESENTATIVE WANTED FOR NICE 
LINE of dog collars, harness and other furnish- 


ings. On liberal commission basis in the follow- 
ing states, South Carolina, North Carolina and 
Virginia. Address Box A-448, care of HARDWARE 


Ace, 100 East 42nd Street, New York 17, N. Y 





SALESMEN WITH FOLLOWING IN RE- 
TAIL HARDWARE stores to represent small 
progressive wholesale houseware jobber. Terri- 
tories open in N. Y. State, New England and 
New Jersey. Full time or sideline. Address Box 
A-452, care of Harpware Ace, 100 East 42nd 
Street, New York 17, N. Y. 


GENE CALDWELL 
MANUFACTURERS’ AGENT 


now representing 


The Jackson Manufacturing Co., man- 
ufacturers of wheelbarrows, etc., in the 
states of Virginia, West Virginia, Ken- 
tucky, Tennessee, North Carolina, 
South Carolina, Georgia, Florida and 
Alabama, desires to represent one 
other manufacturer in this territory. I 
personally call on the trade every 90 
days. I am only interested in repre- 
senting a manufacturer that gives his 
distributor complete price protection, 
etc. Should you be interested in secur- 
ing top representation in this territory 
let's get together and talk it over. Con- 
tact me through Box A-458, care of 
HARDWARE AGE, 100 East 42nd Street, 
New York 17, N. Y., as I am now in 
the process of changing my head- 
quarters. 














ATTENTION MANUFACTURERS: WE 
CAN GIVE your new and old products complete 
coverage to the jobbers in New York and New 
Jersey and surrounding territory. Submit de- 
tails in confidence to Box A-440, care of Harp- 
ware AGE, 100 East 42nd Street, New York 17, 
mw... 





DISTRIBUTOR AND MANUFACTURERS 
REPRESENTATIVE wants two or thrce lines 
on an exclusive basis for the Northeastern States. 
Address Box A-442, care of Harpware AGE, 100 
East 42 nd Street, New York 17, N. Y. 





MANUFACTURER OF QUALITY LINE 
PAINT brushes selling to hardware and variety 
store jobbers requires experienced representation 





in several states. Commission basis. Furnish 

[ay ag My mye Re ny I ome | - full particulars. Address Box A-457, care of 

17, N.Y —_ oe Harpware AcE, 100 East 42nd Street, New York, 
dee - oe ee a 

PAINT IINE OFFERED IN VARIOUS| , KNIFE SALESMEN!!: “The Knife Man” 

OPEN territories. Complete, popular priced has opening in many states for commission men 


well merchandised line. Inter-Mix system and 
rubber based wall paints. Full time or side line. 
Good proposition with progressive manufacturer. 
Write 20th Century Paint & Varnish Corp., 456 
Driggs Avenue, Brooklyn 11, N. Y. 





TOP NOTCH MANFACTURERS REPRE- 
SENTATIVES WANTED FOR new, fast sell- 
ing household item needed in every home. Not 
yet on dealers counters. All territories open. 
Thousands sold by direct mail. Only those able 
to do a real selling job apply. Studio Guild 
aor agg Co., 155 East Ohio Street, Chicago 11, 

inois 





to sell to retail stores only. If you are interested 
in a side line with real appeal, send complete 
references to PRESENT “The Knife Man” 212 


Essex St., Boston 11, Mass. 





SALESMEN WANTED. WELL ESTAB- 
LISHED NEW YORK PAINT manufacturer 
desires experienced Industrial Finishes salesmen 
to cover a few remaining protected territories in 
following areas: New England; Midwest; At- 
lantic Coast States. Full line; excellent quality; 
complete laboratory facilities; prompt delivery; 
competitive prices; high commission for volume 
producer. Adelphia Paint & Color Works, Inc., 
Ozone Park 17, N. Y. 


MANUFACTURERS’ REPRESENTATIVES, 
COVERING NEW YORK and New Jersey, in- 
cluding New York City, seek additional lines. We 
have a two man sales force covering jobbers, 
department stores and chains. Looking for hard- 
ware, garden supplies and housewares lines. Ad- 
dress _ A-461, care of Harpware AcE, 100 
East 42nd Street, New York 17, N. Y 





SALESMEN FOR MIDDLEWEST—NOW 
SELLING home workshop lines, can add an in- 
teresting and profitable item. For data, com- 
mission and territory write Box A-436, care of 
ney Ace, 100 East 42nd Street, New York 
17, N 





WANTED: LINES FOR VIRGINIA, North 
and South Carolina, Georgia, Alabama, Mississippi 
and Louisiana. Am selling all: Jobbers with pres- 
ent line for past many years with well known 
Major Factory. Personal attention to your line. 
A-1 references including present Factory. P. 
Kimbrough, 508 Angier Ave., Atlanta, 
Georgia. 





HARDWARE AGE, JANUARY 24, 1952 








peer 


can un 
additior 
ern Ca 
willing 


Address 
100 E 











offer consci 
ligent cover 
Address Bo 
East 42nd § 


MANUF, 
New Orleai 
450 miles : 
strong line 
jobbers. Hz 
or Automot 
Perilloux, 
leans 16, 


MANUF. 
WITH LAI 
line salable 
mill supplie 
responsible « 
fied lines ir 
dress Box 
East 42nd | 


MANUF: 
ESTABLIS 
wants lines 
complete cc 
Hardware I 
coverage in 
A-455, care 
Street, New 


WANTEI 
TOOLS, P< 
to retail out 
W. Polimer 
Mass. 


MANUFS 
ESTABLIS 
good items 
ment dealer: 
kota and V 
450, care 
Street, New 


CALIFOF 
LISHED |! 
TATIVE « 
Wholesalers, 
Store Fixtu 
Houses, Lur 
hardware it 
line from 1 
sales rights. 
WARE AGE, | 
N. Y. 


HARDWA 









| other 


» torm 
ncy or 











ed 





LL 
|GENT 


’O., man- 
>., in the 
iia, Ken- 
arolina, 
ida and 
ent one 
ritory. I 
every 90 
n repre- 
fives his 
otection, 
n secur- 
territory 
or. Con- 
care of 
i Street, 
now in 

head- 








RS: WE 
ts complete 

and New 
Submit de- 
: of Harp- 
y York 17, 


STURERS 
three lines 
ern States. 
| AGE, 100 
¥. 


TATIVES, 
Jersey, in- 
lines. We 
g jobbers, 
for hard- 
lines. Ad- 
Ace, 100 





ST—NOW 
idd an in- 
lata, com- 
5, care of 
New York 





[A, North 
Mississippi 
with pres 
ell known 
— line. 


7" Atlanta, 


4, 1952 


Classified Opportunities Section 








Accounts Wanted 


Accounts Wanted 


Business Opportunities 








CANADIAN 
HARDWARE JOBBER 
in 
MONTREAL 


can undertake sole distribution of 
additional hardware lines for East- 
ern Canada. Well rated firm and 
willing to carry own stocks. 


Address Box A-453, care of HARDWARE AGE 
100 East 42nd Street, New York {7, N. Y. 














WARES SALESMAN, 
sires one or two additional 
Alabama and Georgia jobbers and 


with Atlanta office, de- 
lines for Florida, 
chains. 


East 42nd Street, New York 17, N. Y 


LINES WANTED. HARDWARE-HOUSE- 


Can 
offer conscientious, continuous, capable and intel- 
ligent coverage to lines having volume potential. 
Address Box A-460, care of Harpware AGe, 100 





MANUFACTURERS’ 
New Orleans resident. 
450 miles radius of New Orleans. 


jobbers. 
or Automotive. 
Perilloux, Jr., 
leans 16, ’ 


Constant coverage. 
529 Iberville Street, 


REPRESENTATIVE, 
Now traveling territory 
Desire one 
strong line for sale to one of the following type 
Hardware, Mill Supply, Marine Supply, 
J. Preston 

New Or- 





MANUFACTURERS’ 


line salable to jobbers of hardware, 
mill supplies. Can give intensive, 
responsible coverage. 


dress Box A-445, 
East 42nd Street, New York 17, N. Y 


REPRESENTATIVE, 
WITH LARGE FOLLOWING, desires reputable 
housewares, 
intelligent, 
Experienced selling diversi- 
fied lines in New York Metropolitan area. Ad- 
care of Harpware Ace, 100 





MANUFACTURERS’ 


wants lines from basic manufacturers, 
complete coverage of all Lumber 


Address Box 
100 East 42nd 


coverage into surrounding states. 
A-455, care of HarpwareE AGE, 
Street, New York 17, N. Y. 


REPRESENTATIVE, 
ESTABLISHING SELF IN State of Minnesota, 
assuring 
Yards and 
Hardware Dealers, with possibility of extending 





WANTED — HARDWARE, ELECTRICAL, 
TOOLS, PAINT SUNDRIES lines to job direct 
to retail outlets in New England States. Arthur 
a: Polimer, 40 Charlotte St., Dorchester 21, 
Mass. 





MANUFACTURERS’ REPRESENTATIVE. 
ESTABLISHED AND WELL KNOWN. Wants 
good items to sell lumber, hardware and imple- 
ment dealers in Minnesota, North & South Da- 
kota and Western Wisconsin. Address Box A- 
450, care of Harnware AcE, 100 East 42nd 
Street, New York 17, N. Y 





CALIFORNIA AND ARIZONA. _ESTAB- 
LISHED MANUFACTURERS’ REPRESEN- 


TATIVE calling regularly on Hardware 
Wholesalers, Builders’ Hardware Contractors, 
Store Fixture Manufacturers, Glass & Mirror 


Houses, Lumber Yards with builders’ & specialty 
hardware items for past 7 years, 
line from manufacturer 
sales rights. 


desires g 

only, under exclusive 
Address Box A-451, care of Harp- 
100 East 42nd Street, New York 17, 





WARE AGE, 
me We 





ADVERTISING 
Fixture 
compile price lists, arrange catalogue and promote 
publicity to increase sales. 
care of Harpw “3 _AGE, 
New York 17, N. 





HARDWARE AGE, JANUARY 24, 1952 


pareenet DISTRIBUTORS 
blished—Reliable Aggressive 
ANCO HORPORATION Pittsburgh 22, Pa 
Branch Offices 
New York @ Philadelphia @ Detroit 
Cleveiand @ Louisville 
Covering all classes of jobbers. We will carry 
the accounts or you can bill direct. 
Write for further information and references 














MANUFACTURERS 


Supply, 
York State, 
lines, seeking an additional established line. Wil- 
-*. Bender, 1807 Elmwood Ave., 


REPRESENTATIVE 
SELLING WHOLESALE HARDWARE, Mill 
Automotive and Paint jobbers in New 
Ohio and West Virginia with two 


Buffalo 7, 





MANUFACTURERS’ 
COVERING NEW ENGLAND 


lines not yet introducea in this area. 
commission basis. 
experience with special 
tional assistance for dealers. 
and descriptive literature. Address 
care of Harpware AGE, 

New York 17, N. Y. 


advertising and 
Send full 


REPRESENTATIVES 
seeking new 
items in Hardware or Housewares or established 
Straight 
Combining many years selling 
promo- 
details 
Box A-459, 
100 East 42nd Street, 





Help Wanted 








STORE MANAGER 
BUYER 
ASST. STORE MGR. 


The fastest growing retail sporting 
goods chain in the country has 

The Opportunity Of A Lifetime For You 
if you live in Chicago or nearby com- 
munity and have a solid sales back- 
ground, preferably in sporting goods, 
home appliances, apparel, hardware, 
or the like. Store Manager prospects 
must be organizers, know how to get 
results from personnel without using 
a shotgun. Buyer prospects must know 
sources, have contacts. All should be 
familiar with Retail Inventory system. 
Asst. Store Manager prospect should 
be good understudy material for the 
No. 1 spot, ready to step into it when 
he has acquired the necessary man- 
agerial skills. Give us all the details, 


including former bosses and earnings. 
Address Box A-456, care of HARDWARE AGE 


ILLINOIS—FOR SALE, AN OLD established 
Hardware, Paint and Appliance business situated 
downtown in a thriving industrialized city of 
100,000 population. Reasonable lease. Inventory 
of Hardware, paints, housewares and fixtures 
approximately $65,000.00 Address Box A-449, 
care of Harpware Ace, 100 East 42nd Street, 
New York 17, # 





CENTRAL OHIO. SALES 
can e asily incre ase, Same owner 
20 years; large attractive store; warehouse; rent 
$70; complete line hardware; household items; 
franchise major appliances; fine for partners or 
couple; retiring; sell at inventory about $25,000 
Se veral others Ohio and _ surrounding states 
APPLE COMPANY, Brokers, 1836 Euclid Ave 
nue, Cleveland, Ohio. 


HARDWARE 
$4500 MONTH, 





FOR SALE: FARM IMPLEMENTS, FEEDS 
Sales $10,000 month; Franchise for top lines, 
also hardware; three story brick building, 80 x 
120; city, 12,500; no competition; excellent op 
portunity to increase; inventory $17,000; modern 








equipped; sell at appraised value. THE APPLE 
COMPANY, Brokers, 1836 Euclid Avenue, 
Cleveland, Ohio. 

EXCELLENT LOCATION FOR HARD 
WARE AND PAINT store, new taxpayer on 
established business street and heavily populated 


area. Greenpoint Ave., Sunnyside, Queens. Call 


TA 6-3855 








STORE AND WAREHOUSE — HARD 
WARE, DRYGOODS, APPLIANCE, ETC.— 
store 35’ x 50’, living apartment above; ware 
house 40’ x 60’ only for $10,000.00; also home 
on same plot if desired. Established over 48 
years. Space for any enterprise. Located in 
Center of Village on main street—40 miles of 
Syracuse, Oswego, Watertown or Rome. Only 
hardware in town. Can take what inventory 
desired. Real opportunities. Write owner Elbert 
W. Saltsman, Altmar, New York 

FOR SALE: SURPLUS OF 10” EXTRA 


HEAVY Galvanized strap hasps packed 1 dozen 














100 East 42nd Street, New York 17, N 








MANUFACTURERS DIRECT REPRE 
SENTATIVE WITH EXCEPTIONALLY fine 
lines needs men who can sell to jobbers. Must 
have initiative and ambition and willing to work 


on straight commission. Several territories in the 


11 Northeastern States open. Also required is 2 
man in New York City for the Export trade 
When writing, you may state all particulars in 


complete confidence. Address Box A-178, care of 


Harpwarr Acz, 100 East 42nd Street, New York 
7, &. F. 





EXPERIENCED HARDWARE MAN IN 
DEPARTMENT for’ Store 
Hardware manufacturing concern to 
Address Box A-454, 
100 East 42nd Street, 


to box with screws, $3.75 per box, subject to 
prior sale. O. W. Houts & Son, Inc., State 
College, Pennsylvania. 
= 
Bewildered ?? 


... then read . 
WASHINGTON NEWS 
AND VIEWS on page 
10 of this issue. Here 
are accurate, authentic, 
easy-to-understand _re- 
ports on the latest de- 
velopments in Washing- 
ton affecting hardware 
dealers. This helpful 
feature in each issue 
is another reason why 
HARDWARE AGE is 
the No. 1 choice of hard- 
ware dealers through- 





out the nation. 























INGERSOLL 


SHOVELS 


...Edges won't split or curl! 


—because their blades are made of 
TEM-CROSS Ingersoll Process Steel. 


It is cross-rolled to give an interlocking, 
mesh-grain structure and heat-treated to 
hold edge keenness and to resist curling 
and splitting. Write for prices, 


“A Borg-Warner Product” 


INGERSOLL STEEL DIVISION 


Borg-Warner Corporation, New Castle, Ind. 











NEW REMOVABLE TRAY 









TACKLE BOX | 
@ Top tray removable from 

box. Has cork lining—ad- | 

justable partitions—snap-shut 

cover. | 
@ Box has these sensational 

features— 

Deep-drawn one piece seam- 

less steel. 

Continuous piano hinge, side 

bolts and center lock. 


Size 21” x 7” x 7”—also in 16”. 


1410 S$. Michigan Avenue, Chicago 5, Illinois 







Two trays, cork-lined with adjust- 
able partitions. 


SIMONSEN INDUSTRIES CAT. NO. 


212RDSC 











THE BEST WAY TO STOCK and SELL SPRINGS 


Gardner's 





Two-Drawer 


| 
Cabinet | 





Good Springs are so easy to in one and four drawer assort- 
a— - 5 we (oo yo ments. Boxed refills shipped | 
irder e 2-drawer stur all- ickly f tock. These . 

steel Gardner dealer cabinet. ay ae ge Mee 
Sstis S40 Hixcsatlan oak Gees quality, precision-made, plated 4 
pression Springs : he and burnished Springs. Ask your | 
jobber or write us today! | 
| 


. in coded compartments. Also 


1329 So. CICERO AVE. 
CHICAGO 50, ILL. | 


Gardner Wire Co. 











FAST-SELLERS tor vomes 


Hobby Shops, Farms, Carpentry, 
Repair Hits 





DRILLS LECTRO- 
SANDER- al SAWS 
POLISHERS TOOL KITS 
BENCH STOOLS J STANDS 
GRINDERS ACCESSORIES | 


Products of HOME-UTILITY Div., 
The BLACK & DECKER Mfg. Co. 
Towson 4, Maryland 


Order from your HOME-UTILITY Distributor 


184 
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Bridgeport Chain & Mfg. Co. 


Bridgeport Hardware Mfg. Corp. 
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Buffalo Bolt Co. 
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Buxbaum Company 
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Carborundum Company, The 
Carlson & Sullivan, Inc. 
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MARSHALLTOWN TROWEL COMPANY 


TROWELS 


MARSHALLTOWN, IOWA 








Looking for New Merchandise ? 
There's still lots of new merchandise being introduced to retail hardware markets. Keep posted on new mer- 
chandise by reading "What's New," which appears in every issue on page |2. During each month HARDWARE 
AGE brings you more listings of new merchandise than any other hardware magazine. 


100 East 42nd Street 


HARDWARE AGE 





New York 17, N. Y. 














Artmoore Self Wringing Sponge Rubber Mops 
for Scrubbing—Dusting—Waxing—Wall Wash- 
ing—Assure you of Sales and Profits because 
of consumer preference. 


Read these typical user comments 


“Others on market costing less; gladly pay difference for 
a REAL Mop.”—Illinois 
“I've tried all new sponge mops; find yours 
the best.”—New Jersey 
“Prefer yours to others on the market.”— 
New York 
“None compare with yours in strength 
and durability.’"—Massachusetts 
“Your Mop excels any others of that 
type.” —California 
“No other ‘so-called’ sponge mop com- 
pares with yours.”—Oklahoma 
“No other mop will do.”—New 
Mexico 
“Your sponge mop is 
best made.” — South 
Dakota 


Original letters 
quoted above 
and hundreds 
of others, are in 
our files avail- 
able for inspection 


NATIONALLY 
at any time. 


ADVERTISED 
See your jobber or write for details 


ARTMOORE COMPANY 


1319 North Third St. Milwaukee 12, Wis. 


O nicH rurn-over Tools 


eel PMbecaal for EXTRA SALES,, 
gee the dor EXTRA PROFITS) 








Get the facts on Indestro’s Tool Merchan- 
dising Plan that brings you everything you 
need to get in BIG PROFIT tool business! 
Ask for your FREE Catalog, too! 


INDESTRO MFG. CORP., N. Kildare at Schubert, Chicago 339, Illinois 











FINGER GRIP Adjustable CLIPS 


Sell themselves! 


Insist on the all-purpose CLIP for 
‘parking’ things anywhere. 
Display #210 means more profits. 
6 doz.—Small 3 for 10¢ 
4 doz.—Medium 8¢, 


2 for 15¢ 
2 doz.—Large 10¢ each 


Favorite with Home 
Workshop Fans. 


Ask your jobber. 


ARTHUR I. PLATT & CO., Fairfield, Conn. 














GENUINE One Set in a 
ORIGINAL DOMES OF SILENCE a “yO 
SELL ON SIGHT when these attention-compelling con- S!ZES E 
tainers, box or card are displayed on counters. Genuine DOMES 4” 5 i,» ag~ A 
OF SILENCE glide softly, silently, smoothly 

over all flooring; saves floors and furniture For 

years the favorite with houseowners and furniture 


One set on o Card. 
12 Cards le « bex. 
SIZES 

14" 144" Whe? 
vu Hh” manufacturers. 


Ask your jobber or write 
DOMES OF SILENCE, Division of 


ROBERT E. MILLER & CO. INC. 
35 PEARL STREET 


1%” 1%” %" 


NEW YORK CITY 








AGE, JANUARY 24, 1952 











